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EXECUTIVE SUMMARY

A. Overview of the Assessment

Zambuko Trust, established in 1992 and a partner in the Opportunity International Network, hasthe
largest clientele of any microenterprise program in Zimbabwe. Zambuko's goal centers on creation
of employment and generation of income for the under privileged through microenterprise business
activities. It aso seeks to become a self-sustaining organization. Zambuko has three lending
products: individual loans, solidarity group loans, and Trust Bank loans. The latter offers more
intensive services targeted at poorer women.

In cooperation with Zambuko Trust, Opportunity International and USAID/Zimbabwe, the AIMS
Project has undertaken a two-stage assessment of the impact of Zambuko upon clients, their
households and enterprises. The study will determineif participation in a microenterprise program
leads to improvements in the economic welfare of households, enterprise growth or stability,
increases in empowerment of women, and strengthened social networks. Utilization of survey
research methods will result in identification of the nature, extent and distribution of impacts. This
survey research will be complemented by case studies of clients and focus group interviews.

This report describes the conduct and findings of the baseline survey carried out in September
through early December, 1997. The follow-on survey will be carried out the same monthsin 1999.
The first round of case study interviews with select clients was conducted in August 1998 and the
second round plus focus group interviews are scheduled to follow the 1999 survey.

The baseline survey was conducted with a sample of new and repeat clients from three geographic
areas. Greater Harare (that isHarare and Chitungwiza), Bulawayo and M utare, and a sample of non-
client microentrepreneurs from the same areas. Non-client microentrepreneurs were selected to
participate in the study if they had not received a business loan from aformal organization, were the
owner of an enterprise at least six months old and were not employed elsewhere on afull-time basis.
These criteriamirror the loan eligibility criteriaof Zambuko. In addition, non-clients were matched
with clients on the basis of gender and enterprise sector. A total of 691 microentrepreneurs were
interviewed: 244 new clients, 149 repeat clients, and 298 non-clients.

The findings provide data on the similarities and differences between the three comparative groups:
new clients, repeat clients and non-clients. “New” clients are those who had recently received their
first Zambuko loan, whereas “repeat” clients are those who had two or more loans from Zambuko.
Differences that are found between the repeat and new clients suggest areas of impact, but it isnot
valid to conclude that these are entirely the result of participation in Zambuko’s program since no
dataexist to determineif the repeat clients were similar to the new client respondents when they first
joined the program. The case studies of repeat clients will provide information, including clients
views, on changes between the period prior to their first loan and the baseline survey to identify
impacts. Information from the follow-on survey in 1999 will permit a comparison of changes
between the two survey periods and identification of impacts. It is anticipated that the nature and
degree of impact will vary by length of participation in the program.
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B. Summary And Conclusions
1. Profile of clients

The profile below provides select information on the new and repest client respondents.  Additional
information is given in the section that follows.

New Repeat

Clients Clients
Human Resource Base of Households
Percentage of Female Respondents 87 75
Respondents' Age 37 41
Respondents’ Education (years) 7.8 8.3
Respondents’ Married (percentage) 75 72
Number of Household Members 5.6 6.0
Number of Household Members Economically Active 19 2.3
Physical Resource Base of Households
Owning or Purchasing Residence (percentage) 53 64
Estimated Vaue of Select Household Assets (Z$)* 14,052 20,821
Income Sources, Level and Use
Households with Salaried or Wage Income (percentage) 33 28
Households with Rental Income (percentage) 44 44
Per Capita Monthly Income (Z$) 1,261 798
Main Enterprise
Paid or Unpaid Employees (percentage) 32 52
Estimated Current Value of Enterprise Fixed Assets (Z$) 3,761 7,742
Estimated Net Sales Revenue the Previous Month (Z%$) 2,165 6,068

! As of September 1997, approximately Z$11.9 was equal to one U.S. dollar

2. Summary of findings

Household Resour ces

# Respondents average age and average number of years of education differ significantly
between the comparison groups. In general, new clients are 37 years old with nearly 8 years
of schooling, repeat clients are 41 with dlightly over 8 years of education, and non-clients are
37 with approximately 7 years of education.
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# Themarital statusof respondentsissimilar. Most are married, but approximately one quarter
of the respondents are unmarried, that is divorced, separated, widowed, or never married.

# Thehouseholds of repeat clientsdiffer significantly from householdsin the other comparative
groupsin termsof size and number of economically active members. The average household
sizeis 6.0 for repeat clients compared with 5.6 for new clients and 5.1 for non-clients. The
average number of household members who are economically active is larger for repeat
clients (2.3) than non-clients (2.0) and new clients (1.9), reflecting the larger number of
household membersin repeat client households. However, the economic dependency ratio
does not differ significantly between the comparison groups.

# The proportion of school-age boys and girls attending school varies little between the
comparison groups: 90% or more of the households had boys aged 6-16 enrolled in school,
compared with 89% or more of the households with girlsin this age category. However, a
lower proportion of respondent households, especially the repesat client households, haveall
girls and boys aged 6-21 attending school.

# Over haf of the respondents households either own or are purchasing their residence. This
form of housing tenure is most commonly found among households of repeat clients (64%)
than those of new-clients (53%) and non-clients (53%). Renting a room in a house or
separate rental unit isthe next most common form of housing tenure, and approximately one-
third of the new client and non-client households reside under this form of tenure. Among
Trust Bank respondents, the new clients were more likely than the repeat clientsto livein
rented rooms or rental units. Nevertheless, 60% of the Trust Bank households either own
or are purchasing their residence.

# Owner ship of consumer durablesindicatestheliving standard of households. Lessthan 50%
of the householdsin each respondent group owned refrigerators, tel evision sets, electric fans,
bicyclesor vehiclesthat were purchased in the 24 months before the survey. However, these
consumer durables were significantly more likely to be found in the households of repeat
clients.

# In generd repeat client households have a significantly higher valued asset base of consumer
durables and enterprise fixed assets than do those in the other comparison groups.
Approximately half of new client and non-client households have assets valued at less than
Z$5,000. The asset base among the new Trust Bank clients was lower than among the non-
client and other new client respondents.

Household Income-Generating Activitiesand Level of Income

Households have a variety of ways to earn an income. The comparative groups tend to vary in the
number of income sources and estimated average per capita monthly income.



The income sources are more diversified in the households of repeat clients than the other
comparison groups:. the average number of income sourcesis 2.5 for repeat clients compared
with 2.2 for new clients and 2.1 for non-clients.

For most respondents’ househol ds, microenterprises tend to be the most important source of
income. Approximately two-thirds or more of the reported estimated total monthly income
of respondents’ households is generated by its enterprises.

Nearly one-third of the new client households obtain money from salaried or wage
employment, compared with 28% of the repeat client and 23% of the non-client househol ds.
Approximately 53% of the non-client householdsand asimilar proportion (44%) of therepeat
client and non-clients households receive income from rental of rooms or houses.

Theaverage per capital estimated monthly incomeishighest among repest client households
(Z%$1,261) and lowest among new client households (Z$798), with the average for non- client
households (Z$867) being similar to the latter.

Ananaysisof thedistribution of respondents by estimated monthly household incomereveals
nearly half of the households of the new clientsand non-clients compared with about one-fifth
of the repeat client households, had amonthly income of lessthan Z$2,000. In contrast, half
of the repeat clients had an estimated monthly household income of Z$4,000 or more.

Uses of Loan Funds and Income

Loan funds and income are expended to maintain and enhance the households' income generating
activities and resource base, to acquire items for domestic consumption, assist non-household
members, and cope with unforeseen financial crises.

#

Clients overwhelming reported that they used the Zambuko loan funds on their enterprise.
Themost commonly reported expenditures were on stock, materials, suppliesand, to alesser
extent, fixed assetsfor their enterprise. Most of the clients reported that they would not have
made these additional expenditures without access to Zambuko |oans.

The household food consumption patterns were similar among the comparison groups.
Households tend to eat vegetables daily and meat/poultry/fish at least four times aweek, but
consume milk, eggs and dried fish less frequently. The households of Trust Bank
respondents, however, tended to consume eggs, milk and mest/poultry/fish less frequently
than the other client households.

Acquisition of consumer durables by the household in the 24 months prior to the survey was
reported by 59% of the repeat clients, 56% of the new clients and 48% of the non-clients.
Appliances (e.g. televisions and radios) and furniture (e.g. chairs and wardrobes) were the
most commonly cited types of purchases. Among those acquiring items, the average
estimated val ue of the consumer durables purchased was highest for repeat client househol ds
(2%$6,513), and there was little difference between the averages for the new client and non-
client respondents.
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Approximately one-third of the households that either own or are purchasing their residence
invested in housing improvements in the 12 months prior to the survey. A dightly higher
proportion of the households of repeat clients compared with those of the other respondent
groups reported such investments. However, the average amount spent was highest for new
client households (Z$11,138) and lowest for repeat client households (Z2$4,912).

Therepeat client househol dswere significantly morelikely than other respondent househol ds
to provide cash and in-kind assistance to others in the month prior to the survey. This
assistance was usualy provided to family or extended family members living outside the
household for purposes other than funerals. However, approximately one-third of those
providing assistance in the previous month spent money on funera related expenses and the
average value of the amount spent was higher than that given to family/extended family or to
friends/others for other reasons.

Financia crises were common among respondent households in the 24 months prior to the
survey. Almost al households coped by using savingsand current earnings. Ilinessand death
of household or extended family members were most often cited as the main crisis.

Respondents normally have anindividual savingsaccount with aformal institution. The most
common type of informal savings mechanism is membership in arotating savings and credit

group.

Respondents Microenterprise Activities

A microenterprise was classified as all income-generating activities operating in the same space and
time. Approximately 80% of the respondents had only one enterprise. The data below, referring to
the enterprise used for matching non-clients with clients, revea that the asset base and revenue
generated tend to be higher among the repeat clients than the other comparison groups.

#

Over 90% of the respondents in each comparison group are engaged in manufacturing or
trade and most have home-based enterprises. The average age of the enterprise differs
significantly between the comparison groups. 6 years for new clients, 7 years for non-clients
and amost 8 years for repeat clients.

Less than one-third of the respondents purchase their main supplies in bulk, but bulk
purchases do not necessarily result in lower per unit prices.

Approximately 55% of the new and repeat clients sell items outside the city where they
reside. Approximately half of the clients and non-clients who sell outside the city where they
reside engage in barter trade, especially for maize.

The customer baseisamost exclusively individuals, and respondents normally extendcredit.
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Nearly all of the clients reported having received business training from Zambuko and most
of them reported that they did something differently asaresult of thetraining. 1ncomparison,
less than 5% of the non-clients had received business training in the past 5 years.

Employees were more often found among repeat clients enterprises (52%) than enterprises
of new clients(32%) and non-clients(35%). Most of the microentrepreneurswith employees
had one or two people assisting them. Paid employeeswere found more often in client rather
than non-client enterprises.

The value of enterprise fixed assets differed significantly between the comparison groups,
with the average valuefor repeat clients (2$7,742) being morethan threetimesthat for non-
clients. Approximately 60% of the respondents in each group reported buying a fixed asset
for their enterprise in the 24 months prior to the survey. Among those acquiring an asset,
20% of the repeat clients and 10% of the new clients reported having made their purchase
with Zambuko loan funds.

The gross revenue earned on the top three items the month prior to the survey was highest
for repeat clients (2$6,068) and lowest for the non-clients (2$3,416), with the new client
average (Z%$4,471) being closer to that of the non- clients.

Estimates of the average net enterprise revenue the month prior to the survey differed
sgnificantly, with repeat clients having the highest average (Z$3,698) and non-clients the
lowest (2$2,054), with average for the new clients (Z$2,165)being closer to that of the non-
clients. Forty-two percent of the new clients, 46% of the non-clients and 28% of the repeat
clients estimated their net revenue to be under Z$1,000 the previous month. At the other
extreme, 25% of the new clients, 19% of the non-clients and 36% of the repeat clients
estimated their net revenue to be Z$3,000 or more.

Empower ment of Women

Participation in Zambuko's programs involves decisions about borrowing funds and using them.
Decisions are also made about use of enterprise revenues. Involvement in aZambuko program may
contribute to increased self-esteem and self-confidence.

#

Decision-making about applying for the most recent Zambuko |oan varied among clients.
About half of the married female clients made the decision themselves, one third consulted
with their spouse or another household member, and the remainder decided jointly with their
spouse or were influenced by individuals outside of their household. In contrast, nearly al
of the unmarried clients decided for themselves.

In comparison to above, a higher proportion of the clients were the sole decision-makers
regarding use of the recent Zambuko loan. Almost al unmarried clients and approximately
two-thirds of the married clients made the decision and did not consult others about it.

Decision-making regarding use of enterprise revenue tends to rest with the femae
microentrepreneur. Among the married respondents, between 54 - 61% in each comparative
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group decided for themselves, and amost all of the others consulted with their spouse about
use of therevenue. Nearly all of the unmarried respondents were the sole decision-maker.

# Almost al of the women have at least one savings account with formal institutions and 70%
or more in each respondent group have at least oneindividual account. A significantly higher
proportion of clients than non-clients had an individual savings account, a building society
account and a savings account with a bank. Nevertheless, less than one-quarter of each
respondent group reported saving on a weekly or monthly basis.

# Almogt al of the female respondents reported that they feel that people in their household
respect them for the contribution they make and approximately three-fourths feel well-
positioned to facethefuture. Approximately half of both the married and unmarried reported
having plans for preparing for the future. These plans ranged from vague ideas to specific
items and centered on three themes. buying a house or land on which to build a house,
children’sfinancial security and education, and business growth and diversification.

3. Conclusions and Implications
Micr oentrepreneur s from low-resour ce, low-income households are Zambuko clients.

The data show that a significant proportion of clients, especialy new clients, are from low-resource,
low-income households. One-third of the new clientsarelodgers, and most client households do not
own arefrigerator, colored television, electric fan or ameans of transport. Forty-two percent of the
new clients had an estimated monthly household income under Z$2,000 and their per capitamonthly
income averaged Z$789.

The Trust Bank reaches women who are poorer than the microentrepreneurs acquiring
Zambuko’s other loan products.

Although the basic demographic characteristics of Trust Bank respondents and their households are
smilar to other clients, the households of Trust Bank respondents have a lower resource base.
Hence, the data confirm that the Trust Bank does reach its target population.

L oan funds permit the majority of clientsto make purchases which they otherwise would not
have made.

The loan funds permit most clients to make purchases in addition to those they normally make.
Approximately 60% of the client respondents reported that without the loan funds they would have
continued replenishing and adding stock and materias at their normal levels, compared with 17%
who said they would have used their savings and 14% who reported that they would have borrowed
funds from another source. Accessto loans from Zambuko permit many to diversify their products
or enlarge their normal stock of supplies. Thisimplies that the impacts identified in the follow-up
survey would not have occurred or would not have been realized so quickly without access to credit
from Zambuko. Provision of businesstraining by Zambuko resultsin changes by clients.

Xiv



Nearly all client respondents reported having received business training from Zambuko and
approximately two-thirds of the respondents could cite specific things learned. These tended to be
very basic, regarding credit, how to calculate profits, and business management. Moreover, most of
the clients reported a change in behavior as aresult of the training received, and hence an impact of
Zambuko's program. The findings suggest that most microentrepreneurs have a low level of
knowledge about basic business principles and management, and are receptive to learning more.
There may be scope for greater provison of training to Zambuko clients and other
microentrepreneurs. Zambuko may want to investigate instituting a training program on a cost-
recovery basis or linking clients with organizations which provide more training in business
management.

Microentrepreneursin the study sites did not lack accessto saving facilities.

Almost al respondents have asavingsaccount with aformal institution. Therefore, initsdeliberations
about becoming abank, Zambuko will need to take into account that microentrepreneurs already
have savings accounts and hence it would need to compete with other institutions for savings
deposits.

Repeat clientstend to be significantly different from new clientsand non-clientsin a number
of ways.

This finding suggests that microentrepreneurs who continue to apply for loans from Zambuko are
better off economically than the new clients and non-clients. Most likely, the initial loans proved
useful in stimulating a net increase in enterprise income and hence these individua s have remained
with the program to expand further and enhance their income-earning potential.

Zambuko may wish to investigate the feasibility of providing loan products for housing
improvements or purchase of low-cost housing.

Over haf of the households in each respondent group own or are purchasing their residence. This
suggests that there may be scope for Zambuko to offer loans for housing improvements, especially
those related to rental property. Also, there may be scope for Zambuko to provide loan products
related to purchase of low-income housing since approximately one-third of the respondent
microentrepreneurs are renters.
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. INTRODUCTION
A. Significance of Microenterprises and Zambuko Trust in Zimbabwe

Approximately onein every three householdsin Zimbabwe operatesamicroenterprise. The shortage
of jobs in the formal sector of urban areas combined with the relatively high rates of inflation has
made the microenterprise sector an active part of the Zimbabwean economy, which is composed
largely of individuals from low resource - based households. These microentrepreneurs have limited
capital for growing and diversifying their businesses.

Zambuko Trust was one of the first programs established to target credit directly to
microentrepreneurs and to become a self-sustaining organization. Its mission is to be a bridge
between the under privileged and opportunities for enterprise and income generation in Zimbabwe.
Established in 1992, Zambuko has grown from asmall program operating in Harare, the capital city,
to having officesin al of the major citiesin Zimbabwe. In 1997 Zambuko had more clients than any
other organization providing services to microentrepreneurs in Zimbabwe.

B. Objective and Scope of the Assessment

Thisimpact assessment of Zambuko Trust is one of three longitudinal studies being undertaken by
USAID’s AIMS Project to gain a better understanding of the processes by which microenterprise
services strengthen businesses and improve the welfare of microentrepreneurs and their households.
The other assessments focus on ACP in Lima, Peru, and the SEWA Bank in Ahmedabad, India.

The objective of these assessments isto determine the impact of microfinance programson clients,
their households and enterprises. The problem statement focuses on two key questions: 1) What is
the nature, extent and distribution of these impacts and 2) does the type and depth of impact vary
with length of participation in the program and the total value of theloansreceived. Theresultsfrom
the assessment are intended to assist Zambuko, its partners and other interested entities to
understand better the contribution of the program and to provide information that can be used for
program planning.

The assessment design includes a basdline survey with afollow-up survey two years later during the
same months to determine changesin key factors. To assist in linking those changesto participation
in Zambuko' s programs, the survey covers a comparative group of non-client microentrepreneurs
from the same communitieswho meet Zambuko’ sbasic eligibility requirements. The survey datawill
be complemented by a select number of case studies of Zambuko clientsto address how and why the
changes have occurred and to rule out rival explanations for changes. These case studies will be
carried out in the year between the two survey rounds and later again in conjunction with the 1999
follow-up survey. Also, during this later period, focus group interviews will be held to examine
guestions that arise from the preliminary anaysis of the data from both surveys.

The survey design focused on three geographic areas where Zambuko had been in operation for more
than oneyear: Greater Harare (Harare and Chitungwiza), Bulawayo and Mutare. These cities have
the largest concentrations of Zimbabwe' s urban population and represented approximately 60% of
all of Zambuko's clientsin May 1997.



The sampling resulted in the baseline assessment covering 691 respondents. 244 new client
respondents, 149 repeat clients and 298 non-clients. Eighty-three percent of the respondents were
women.

C. Assessment Framewor k

To anayze the impact of microenterprise services, the AIMS Project uses a framework that
conceptualizes the relationship between microenterprises and peopl€e's lives, where people are
considered asindividuals and as members of households and communities. The definitionthat AIMS
uses for household emphasizes residence. A household is defined as a single person or group of
persons who usually live and eat together, whether or not they are related by blood, marriage or
adoption; and, the individuals recognize each other as members of the same household. Included in
this definition are persons who are not living there full-time because they are away at school.

Microenterprises are defined by USAID as very small, informally organized business activities (not
including crop production) undertaken by low income, poor people. Microenterprises are further
defined as having ten or fewer employees, including the owner operator and any paid or unpaid
workers. However, for the purposes of the study, no attempt was made a priori to determine if a
Zambuko client met this criteria

The household economic portfolio framework (Chen and Dunn, 1997) developed by the AIMS
Project provides a tool for conceptualizing and analyzing the relationship between participation in
microfinance programs, microenterprises, and people's lives. Enterprises are embedded in the
household economic portfolio.  The conceptual framework is defined in terms of three elements:
1) household resources, 2) household activities, and 3) circular flow of interaction between household
resources and household activities.

Household resources consist of the human, financial and physical resources available for use by the
household in agiven period of time. Human resourcesinclude economically active members, and the
knowledge and skill of members. Physical resources include tangible items that are at the disposal
of the household members such as buildings, consumer durables, and enterprise fixed assets such as
equipment, furnishings, tools and machines. Financial resources include savings.

A household’s activities include consumption and income-generating activities. Food is a mgor
consumption item which plays arole in maintaining the health and vigor of the human resource base.
Theincome-generating activities of ahousehold include enterprises, rental property, casual labor and
wage and salaried employment.

A household’ sincome-generating activities produce funds to support and increase its resource base,
and to strengthen its social networks. For example, the activitieslead to savings and investments that
then become part of the financial resource base of the household. In turn the household resources can
be employed in maintaining or increasing its income generating activities.



D.

Hypotheses



It isanticipated that participation in Zambuko's program leads to a) improvements in the economic
welfare of households, b) enterprise growth, diversification or stability, c) increased empowerment
of female clients, and d) strengthened social networks. Under each of these broad-based hypothesis,
specific hypothesis will be tested. They are

I mprovements in household economic welfare

#
#

#
#

#

greater diversification in sources of income, especially among the poorer households.
an increase in household assets, including improvements in housing and addition of
appliances, means of transport, and business fixed assets.

an increase in the proportion of school aged boys and girls in school.

an increase in the dietary mix and frequency of consumption of key foods by the
household.

an increase in the household’ s effectiveness in coping with shocks.

Enterprise growth, diversification or stability

*HHH

an increase in microenterprise net revenue.

an increase in enterprise fixed assets, especially among repeat borrowers.

an increase in the paid and unpaid employment generated by the enterprise.
improvements in the transactional relationships of the enterprise, such asin buyingin
bulk and receiving lower per unit prices, the location of the premise, and keeping
records.

Empower ment of female clients

#

* #

anincreaseinthe client’s control over use of loan funds and income generated by her
enterprises.

achange in the pattern of persona savings.

abetter position from which to deal with the future through more pro-active behavior
in dealing with the future.

increased confidence in dealing with the future.

increased self-esteem.

increased respect from others.

rengthened social networks

Hl0 R

an increase in the value of cash and in-kind goods provided to persons outside of the
household.



E. Organization of the Report

The second chapter of thisreport centers on the context of the Zimbabwe assessment. Thefirst part
focuses on the national context, in particular factors related to the microenterprise sector in urban
areas. After a brief setting of the historical context, key economic changes since 1990 are
highlighted. It then discusses the microenterprise sector in Zimbabwe and the study sites. The next
part describes Zambuko Trust's mission, objectives, organization, geographic coverage, loan
products, and expansion.

The following chapter sets forth the methodol ogy used for the assessment in Zimbabwe. It explains
the sample design, client and non-client sample selection procedures, and the resultant sample. This
isfollowed by adescription of the data collection stages. questionnaire design, preparations for field
work, training of enumerators, and field work. It concludes with a description of the data entry,
cleaning and analysis.

The fourth chapter presents the findings and analysis of the survey results. It focuses on the key
guestion: how do new clients, repeat clients, and non-client microentrepreneurs differ? The data
from the new and repeat client respondents are analyzed separately since it is hypothesized that new
clientswill be more similar to non-clientsthan repeat clients. Thefindings on the human and physica
resource base of respondents households are analyzed. Thisis followed by a presentation of the
findings and analysis on sources and levels of household income, uses of loan funds and income,
respondents’ microenterprise activities, and elements of empowerment. The chapter ends with a
section that compares respondents in the Trust Bank and other female client respondents from
Greater Harareto determineif theformer are poorer. A summary of the findings and conclusionsare
covered in the final chapter. This chapter also highlights emerging issues and next steps in the
longitudinal assessment.

For readers who would like more detailed information on the baseline findings, an annex provides
additiona datatabulations. Key tablesin the annex are referenced in the text of this document. For
instance, A. . 14 refersto table 14 in section | of the annex.



I. ASSESSMENT CONTEXT
A. Zimbabwe

This section describes key factors in Zimbabwe that have strongly affected households and the
microenterprise sector, especially in urban areas since the baseline respondents reside in urban areas.
It aso highlights changes in the micro and small enterprise sectors during the 1990s.

1. Pre-1990s

Pre-Independence Situation.  During the
lifetimeof the AIM Sbaseline survey respondents,
Zimbabwe was born out of an interna fight for
independence. When independence came in
1980, Zimbabwe emerged with awell-devel oped
but high-cost manufacturing sector which had
grown rapidly during the years of externa
sanctions against trade with Rhodesia (its former
sdf) as a result of Unilateral Declaration of
Independence (UDI) from Great Britain by the
white settler regime.  The manufacturing sector
together with mining and commercia
agriculture provided employment to almost half
of the Zimbabwean labor force. The black labor
force was largely relegated in the private as well
as public sectors to unskilled and semi-skilled
occupations or skilled occupations, such as teaching and health care, serving the indigenous
population (World Bank, 1990).
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Map 1. Zimbabwe and Study Sites

Theformal sector was dependent on the indigenous labor force but, from 1946 to the 1960s, sought
to control the size of the black urban population through control of housing accommodations in
urban areas. Legidation, such as the Urban Areas Accommodation Registration Act of 1946, was
based on the genera premise that Africans were temporary residents in urban areas and that their
permanent homes were in “native reserves.” Accordingly, emphasis was on providing low-cost
“gngle’ accommodation, predominantly hostels, where married men lived while their families
remainedinrural areas. All housinginthehigh density suburbs(called African townships) wasrented
accommodation, provided by the local councils. By the 1960s, however, the government and its
supporters accepted that the African population was increasingly becoming permanent residentsin
urban areas (Auret, 1995).

The 1946 Urban Areas Act caused African traders and businesses previously operating in the
European parts of towns to lose their work permits and to be kept aimost exclusively in the
segregated high density suburbs (Wild, 1997). Enforcement of regulations and by-laws by loca
councils controlled the types of goods produced and services offered, and the location of production
and sales, through zoning, licensing, registration, and minimum wagelevels. Thesefactorshindered
the microenterprise sector from competing with the formal sector and limited its expansion up to the



1990s (Brand et al.,1992). The regulations consigned microenterprise activities to specific sites
largely inthehigh density suburbs; the occasional vender and indigenous eating house were permitted
to operate in the commercial centers (Wild, 1997).

Women's possibilities of self-employment were limited to activities considered within the female
domain and to activities that required little capital outlay, such as sale of crochet or knitted items,
fruits, vegetables and firewood. In general, the municipal authoritiesissued licences only to women
in need, that is widows, divorced or elderly women and mothers with numerous children. Women
dominated the vegetable stall markets in urban African townships (Wild, 1997).

Officia statistics showed only 2.1% of the total labor force in 1969 gainfully employed in the
informal sector (i.e., non-registered establishments). While these statistics grossy underestimate the
number of persons in the informal sector that year, they indicate the low level of employment
compared to statistics for the same year showing 44.6% of the labor force in formal employment (of
which 12% were women largely engaged as casual laborers), and 54.1% employed in communal and
small-scale farming (World Bank, 1990).

Aftermath of Independence. Independence ushered in a government whose stated goal was to
pursue growth with equity on the basis of socialist principles. In the immediate post-independence
period, the focus of government included indigenization of the public sector ingtitutions, greater
participation and advancement of Africansin the private sector, equal pay for equal work, expansion
of housing in urban areas, and women'’s legal rights.

At thetime of independence, 25% of Zimbabwe' spopulation wasliving in urban areas, including over
1.2 million blacks. This population waslargely supported by employment in the formal sector of the
economy. Throughout the 1980swage employment grew, especially in servicesand the public sector,
although it failed to keep pace with growth in the urban population (Rakodi, 1994) and the general
rate of population growth (Hawkins et al., 1988).

Worker demands for higher wages and better living conditions were expressed through a wave of
strikes after independence.  In 1980 minimum wages were raised by a significant amount, although
set at lower levels for the agricultural and domestic service sectors because of the risk of
disemployment effects. Annual increases continued on alimited scale until 1987, with periodic wage
freezesby government as part of itsanti-inflation policy. However, wageincreasesdid not keep pace
with inflation with the result that by 1986 minimum real wages fell below the 1980 level, except for
domestic workers (Rakodi, 1994).

After independence, attention was given to provision of better living conditions and more housing
unitsin urban areas. A number of low-cost housing schemeswere begun adjacent to the high density
areas outside the main cities, with financia assistance from USAID and the World Bank. The new
schemes were largely based on provision of a basic three- or four-room house with area for
expansion, and with indoor piped water, toilets and electricity. The existing rental units in high
density areas were turned into owner-occupancy units, and hostels into rental units for families.
Housing and commercia plots in former white areas were open for black ownership.



The immediate post-independence period also brought amajor change in the legal status of women
which was championed by the President and key leaders. Prior to 1982, an African woman in
Zimbabwe (like those in South Africa, Swaziland, Lesotho and Botswana) was legally a perpetua
minor, under the guardianship of amale, be it the husband, father or male kin. This meant that a
woman was unable legally to enter into marriage, commercial or other contracts without the consent
of her father, husband, or male guardian; could not sue or be sued, and was stripped of all rights over
her children upon death of the husband. Thislegal status conferred such all reaching rightsto men
that a husband could (but rarely did) collect hiswife' s paycheck (Barnes, 1981). 1n 1982 the Legal
Age of Majority Act gave both genders majority status at age 18,* and thus laid the foundation for
the economic empowerment of women.

In spite of achievements made in the 1980s, by the last half of the decade structural problems were
becoming apparent in Zimbabwe's industrial sector. These included a high degree of effective
monopoly through vertical and horizontal integration of capital, lack of significant job creation, and
low levelsof investment. Also, theimport substitution policy that the government had inherited from
UDI permitted industries a high degree of protection against competition (Gibbon, 1995).

In addition, a number of factors were limiting the government’ s ability to finance changes. Among
these were

# therising economic costs of South African destabilization,

# thedroughtsin 1982-84 and 1987 which negatively affected agriculture,

# anincreasing debt service, which at times accounted for more than 30% of the export
earnings,

# rising deficitsof parastatal organizations such asthe National Railways of Zimbabwe and
agricultural marketing boards,

# an economic policy that was discouraging investments and stifled employment creation
through price controls, labor market restrictions and investment sanctioning, and

# therapid expansion of the civil servicein the context of “ Africanization” (Peters-Berries,
1993).

! Laws governing ownership of property, however, still depend on race. If both husband and wife are
“Africans’, customary law applies, giving the husband full control of family property. However the Matrimonial
Causes Act (1985) allows the equitable distribution of family property between spouses upon divorce in aregistered
marriage under customary or general law. Although awidow cannot have a share of her deceased husband’s
property if he leaves no will, she can take legal action to win support for herself and her children (UNICEF, 1994,
Dengu-Zvogho et a., 1994).



2. Economic situation since 1990

Macroeconomic Situation. The 1990 - 1997 period leading up to the AIMS baseline survey is
characterized by macro-level structural changes in the economy, a period of severe, wide-spread
drought, and high levelsof inflation. Thiscombination resulted in economic hardship for the mgority
of the population but also spurred relaxation of regulations governing microenterprises.

The macro-economic adjustmentsinitiated in 1990 and 1991 contained a series of measures intended
to improve the Zimbabwean economy. These included

# the introduction of cost- recovery measures (e.g. school fees and user fees for health
services) to reduce recurrent public expenditure,

# dimination of subsidies to state-owned enterprises through rationalization,
commercialization and privatization,

# reduction of the public sector salary hill partly through a 25% cut in the size of the
establishment,

# deregulation of price controls on ailmost all consumer goods,

# introduction of “free collective bargaining” which in effect abolished statutory wage
regulation except for agricultural and domestic workers, and

# relaxation of licensing and zoning regulationsfor the informal and small-scale enterprises
(Gibbon 1995).

Astheimmediate economic repercussions of structural adjustment were being feltin 1991-1992, the
Situation was aggravated by a serious drought, alleged to be the worst since 1911. Poor rainsin
1990-91 were followed by two additiona years of low rainfall, with many parts of the country
receiving 40 percent or less of normal precipitation. Agricultural production fell, and (deregul ated)
CoNsuUMer Prices rose.

Employment in key sectors, such as agriculture and mining, was affected by the drought. For
example, employment fell in manufacturing and mining operationsdueto inadequate supplies of water
and hydro-based el ectric power shortages (Gibbon, 1995). Since then employment in the mining and
agricultural, forestry and fishing sectors has increased, whereas employment has decreased in
construction, manufacturing and public administration (table 1). Data on employment in the urban
areas of Harare, Bulawayo and Mutare reveal adownward trend from 1991 through 1996, but data
for 1996 and thefirst quarter of 1997 indicate areversein the downward spiral in Harareand Mutare
(table2).? Thismay be related to the rise in employment in urban based micro and small enterprises,
which is discussed in the following section.

2 Employment data disaggregated by gender are not available to assess the trend in the employment of
women. Datafrom the 1992 Population Census provide the following one-time snapshot of the distribution of
economically active women aged 15 years and above: 35% own account workers, 27% paid employees, 21%
employers, 17% unpaid family workers and 21% unemployed (CSO, 1995).
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Table1l: Employment in Key Industrial Sectors, 1990 - 1997 (thousands of employees)*
i | oy | Mo | o pamins | e
& Fishing tration

1990 1,192.2 290.0 197.1 514 934 75.8
1991 1,244.2 304.2 205.5 50.9 94.9 811
1993 1,239.0 323.6 187.7 47.5 89.0 90.5
1995 1,239.6 334.0 185.9 59.0 77.0 71.8
1996 1,273.7 347.0 183.5 59.8 70.9 775
1% gter N.A. N.A. 182.8 59.3 67.1 73.8
1997

Source: Various issues of the Quarterly Digest of Statistics, Central Satistical Office.
* These figures exclude the employees of small agricultural units and small businessesin rural areas, but include
those engaged in urban enterprises with less than 10 employees.

Table2: Employment in Harare, Bulawayo and Mutare,
1990 - 1997 ( thousands, annual average)

Harare Bulawayo Mutare
1990 326.0 152.7 33.1
1991 349.1 156.2 35.5
1993 336.3 152.5 34.9
1995 334.3 146.1 33.8
1996 342.4 142.3 35.8
1% quarter 1997 348.4 143.7 35.7

Source: Various issues of the Quarterly Digest of Statistics, Central Satistical Office.

The consumer price index increased four-fold between 1990 and 1996: with 1990 as the base year
(100) the consumer price index rose dramatically, to 406.9 in 1996. During this period the index for
food increased to 544.8. While data for 1966 earnings are not yet available, a comparison of the
consumer priceindex and earningsfor 1990 - 1995 reveal that therewas area declinein disposable
income.,

Dataon 1994 - 1997 revea positive changes occurred in the real GDP growth rate, the balance of
payments, and the proportion of GDP to service debt. However, the annual inflation rate continued
to be about 20% (table 3).
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Table3. Macroeconomic Statistics, 1994 - 1997

1994 1995 1996 1997

Real GDP Growth Rate(percentage) 4.4 -18 8.1 3.7
Population (millions) 11.2 115 11.9 12.2
Population (percentage growth) 3.1 3.1 3.0 3.0
Budget Deficit (percentage of GDP) 8.0 12.1 10.1 9.0
Trade Balance (millions of US $) 171.0 - 100.0 10.7 -200.0
Balance of Payments (millions of US$) -138.0 -450.0 50.0 120.0
Amount of Debt, External &

Domestic (millions of US$) 4,538.0 4,615 4,650 4,600.0
GDP to Service Debt (percentage) 79 66 74 70
Inflation Rate (annual average) 21.8 22.7 16.4 201

Source: Economic Analysis for USAID, Zimbabwe Country Strategy Plan, 1997, and McPherson, 1998.

I mpacts on Households. Asindicated above, from 1990 - 1994 consumers were hit with lower
levels of real income, increased cost of food and basic items, job losses, and inflation running at 16-
23% per annum. Estimates on the number of people retrenched or losing their jobs vary. Between
December 1991 and the end of 1992 nearly 21,000 jobs were lost in manufacturing (mainly textiles
and clothing, sugar processing and leather) as well as 11,000 in education and heath (GOZ, 1993)
Thereafter, redundancies and the closing of formal sector establishments have continued but at a
slower pace (Rakodi, 1994).

Research in 1992 and 1993 on the impact of structural adjustment on women and informal tradein
Chitungwiza and Harare found that households adjusted by changing dietary patterns, particularly
eating smaller quantities or cheaper types of expensive food items such as meat (Bijilmakerset d.,
1995; Brand, 1992.) Adjustments also included the purchase of used rather than new clothing.
However, athough the cost of schooling and health servicesrose, there seemed to belittle impact in
terms of households withdrawing children from school, and decreasing their use of health services
(Brand et a., 1995). At the same time, women began assuming more financia responsibility within
the household, especially when husbands lost their jobs and remained unemployed. Women often
relied on their microenterprise activities to meet the financia needs of their households.

Good rainy seasons in 1993-94 through 1995-96 resulted in good agricultural seasons which took
an edge off of the hardships most households had felt. However, in 1997 new price and production
cost increases coupled with increased levels of taxation on individuals and companies and higher
charges for essentia services continued to erode real disposable incomes. By mid-1997, consumer
buying power was at only about two thirds of its 1990 level and unemployment levels continued to
rise (USAID, 1997).
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3. Microenter prise sector

Changes in the Micro and Small Enterprise Sector 1991 to 1998°. As aluded to above, the
changes in the macroeconomic setting in the 1990s and their impact on households affected the
microenterprise sector. Trendsin the micro and small enterprise (MSE) sector from 1991 to 1998
have been documented by three nationwide sample surveys carried out on behalf of USAID.
Although the resultant reports aggregate most of the MSE data, they provide the best source of
information on the microenterprise sector in the 1990s.

Between 1991 and 1998, the number of MSE in urban areas increased 30%, while the number of
persons employed in these enterprises increased 52%. Increases in the urban population and lack
of other income earning opportunities contributed to these growth rates. During the same period,
inrural areasthe number of M SEsand employment inthem decreased. Asaresult, the actual number
of enterprises decreased by one percent between 1991 and early 1998. In the latter period,
approximately 860,329 enterpriseswere engaged in manufacturing, commerce or services, employing
1.64 million people or 24.8% of Zimbabwe' s working age population.

A major change in the 1990s has been the decrease in the percentage of M SEs owned by women.
Whereas women represented 71% of al MSE proprietors in 1993, down 3% from 1991, they
accounted for only 58% of all MSEsin 1998. Thelikely reasonsfor thisare @) retrenched men either
starting MSEs that have driven out some female-owned businesses or becoming joint owners of
enterprises previousy owned by their wives, and b) arapid declinein activities dominated by women,
such as crocheting, knitting, and textile apparel manufacturing.

The sectoral distribution of MSEs has shifted. Between 1991 and early 1998, the proportion of all
M SEsinvolved in manufacturing dropped from 72% to 42%. During the same period the proportion
of MSEs engaged in trade more than doubled, reaching 45% of the total MSES. Also, there was an
increase in the service sector, but it still representsless than 5% of the total MSEs. Most of the shift
hasbeento low profit activities, such as vending farm products, and vending used clothes. The birth
of low profit firmsislargely aresult of alack of accessto better options, rather than the demand for
goods and services, and low entrance costs.

Employment in M SEs (especially microenterprises) does not usually trandate into reasonable profit
levels and hence “take-home” income. Daniels (1994) found that close to two-thirds of all MSEs
made less profit than the minimum wage for domestic workersin Zimbabwe and over three-fourths
made profits below the average employee earnings within the formal sector.* Asaresult, businesses
often close. This closure of firms is linked to the broader economic context. For the period

3 This section is based almost excl usively on McPherson, 1998 and Daniels, 1994. It refers exclusively to
manufacturing, commercial and service enterprises, although the former study also included crop enterprises.
These studies covered al businesses with 50 or fewer employees, including working proprietors, unpaid workers
and apprentices.

4 At this time, the minimum wage for domestic workers was the lowest set wage rate in Zimbabwe:

Z2%$2,133 per year plus Z$ 871.12 per year for accommodation. The average earnings in the formal sector outside of
agriculture were estimated to be Z$1,084 per month.
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1988-1996, regression analysis shows that a 1% decrease in the GDP growth rate led to a 0.35%
increase in the overall M SE death rate (M cPherson, 1998).

Laws and Regulations. As noted above, the structural adjustment program begun in 1990 called
for lessening restrictionson micro and small enterprises. Until then, zoning and licensing regulations
had often been cited in critiques of government policies as impediments to broad-based economic
growth. For instance, if a microentrepreneur wanted to operate outside of a designated zone, the
individual had to submit an application, advertise, advise neighbors, and acquire special consent
(Daniels, 1994).

Asaresult of this structural adjustment measure to lessen hardships faced by households, a number
of new sites have been designated by local authoritiesasindustrial sites, “ people’ s markets’ and flea
markets. Withinthe main city centers, sites have been designated for venders; examplesarethemain
park in Harare city center and amajor parking lot at a government building in Bulawayo designated
as a Sunday market site.

In addition, local authorities have relaxed enforcement of regulations, especially on the operation of
enterprises from residences. However, there are periodic crackdowns on microentrepreneurs
operating on undesignated sites and without licenses or permits; this is especialy prevaent in
Bulawayo. Nevertheless, there does not appear to be aregular practice of harassment and fleecing
through demand for bribes and confiscation of goods, as often found in other African countries.

According to regulations, anyone operating a business (including home-based income generating
ventures) is required to obtain alicense. The type of license depends on the nature of the business
(e.g. shop, trading, vending, hawking) and licenses are renewable annually, with payment of afee.
Operators, including home-based enterprises, arerequired to provide public sanitary facilities: atoilet,
water, and waste material disposal bins.> In spite of these regulations both the second nationwide
MSE survey and AIM S baseline survey found that most microentrepreneurs do not have alicence.
Proprietors, especialy of home-based operations, usually claim that they are not required to have a
license. Thesurvey findings support the conclusion that enforcement of existing regulations has been
relaxed.

Nationally Zimbabwe does not have a specific piece of legidation governing microenterprises. Y,
there areindications of a positive attitude since the mid 1990s, such as creation of aloan window for
select microfinance ingtitutions under the Social Dimension Fund. Tender procedures have been
regulated to ensure that contracts below Z$10 million for construction are awarded to indigenous
small and microenterprises and 30% of larger scale contracts must be reserved for indigenous M SEs
(Magwada, 1997).

Organizations Providing Servicesto Microentrepreneurs. Around the time of independence, a
number of organizations provided grants or soft |oans, often as part of their social outreach program,
for income-generating activities. These programs were normally undertaken without regard to the
financia sustainability of the program. For instance, the Adult Literacy Organization of Zimbabwe,

® This information was collected in July 1998 for AIMS by Mr. Kefasi, who interviewed City Council
officials and local policein Harare.
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an NGO, had an externally-funded income-generating project that used participatory techniqueswith
literacy groups to identify and undertake group-based activities (e.g. rura bakeries and marketing
items made by group members) backed by seed-capital grants and guidance.

Programsundertaken by the government and banksfocused on devel opment of indigenousbusinesses
have largely by-passed microentrepreneurs. For example, the requirements by Small Enterprise
Development Corporation (SEDCO) that the prospective beneficiaries be operating from proper
premises for which they hold title deeds or a formal lease and provide a formal project proposal,
documentary proof of outstanding orders, and a copy of aregistration certificate ipso facto rule out
the vast mgjority of microentrepreneurs. However, a pilot effort to reach further down to the
microenterprise sector was initiated in 1997, which established a community banking window at the
Highfield (a section of Harare) branch of the Commercial Bank of Zimbabwe, in cooperation with
CARE.

The number of non-banking organizationsthat provide microfinance servicesfor microentrepreneurs
is growing (see ENDA, 1994 and 1996). Besides Zambuko Trust, one of the more established
organizations is the Zimbabwe Women's Finance Trust, which has extensive outreach. Other
organizations have a limited geographic coverage or clientele.

An increase in the number of banking and non-banking organizations offering credit and other
services to microentrepreneurs within the same geographic area brings competition, with potential
negative as well as positive consequences. The potential advantages include competitive financial
charges and criteriafor selection. The negative aspectsinclude “stealing” of staff and officers, the
ability of individuals or members of groups to default on aloan with one organization and receive
credit from another, and the potential to have loans simultaneously from different organizations. In
1997 therewasevidence of these, and discussionswere held among key microfinance programsabout
ways to detect and prevent against defaulters accessing other loan schemes and competing loans.

An umbrella organization, the Zimbabwe Association of Microfinance Institutions (ZAMFI), was
establishedin 1997. It focusesonissuesaffecting microfinance organizationsand their clientele. The
organization provides a forum for discussion of common issues, such as government policies and
techniques for preventing defaulters from accessing other programs and borrowers accessing loans
from more than one program at the same time. Currently a secretariat is being formed. ZAMFI’s
member institutions include Zambuko Trust, Opportunity International, Masvingo Credit Against
Poverty, Canadian Co-operative Association, National Association of Co-op Savings and Credit
Unions, Phakama Economic Devel opment Company (Pvt) Ltd, Zimbabwe Ecumenical Church Loan
Fund, M ennonite Economic Devel opment Association, CARE International, World Vision Zimbabwe
and the Collective Self Finance Scheme.
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4, Study sites

Greater Harare. Harare Province containsthe nation’ scapital city. According to the 1992 census,
it was the most densely populated province and the second largest in the country with 14% of the
total Zimbabwe population. The province of Harare contains three districts: Chitungwiza, Harare
Urban, and Harare Rural.

The coreof Chitungwizaconsistsof threeolder high density areaswhich werelargely residentia sites
for workers in the capital city prior to independence. It now contains several newer housing areas
and itsown commercial base with an up-market shopping center, small business centers, and market
facilities®. Thelargest industry in Chitungwizais acotton mill, which was closed for afew years but
reopened in 1997. It employs about 2,000 workers. Chitungwiza is the third largest town in
Zimbabwe and in 1992 it had a population of 274,912 persons.

Harare Urban district consists of the core commercia center of the city, its adjacent formal sector
industrial area, and low-density residential areas as well as the high density areas with their smaller
commercia andindustrial areas. Many of the high density-areas, likethosein Chitungwiza, are nearly
self-contained communities, with banks, shops, post offices, market facilities, and schools. Themain
wholesale agricultural products market islocated in Hararetown. Adjacent to it microentrepreneurs
operate from large market facilities, streets, and industrial “parks’. The population in Harare town
numbered 1,189 million people in 1992, which made it the largest in the country.

Bulawayo. Bulawayo, Zimbabwe' ssecond largest city, istheseat of Bulawayo Province. According
to the 1992 popul ation census, the popul ation was 621,742, representing 6% of thetotal population
of Zimbabwe. Like Harare, it contains the older commercial city, formal sector industrial area, and
adjacent high density areas (mainly situated to the west of the city). Approximately 82% of the
residents live in these high density areas that consist of the older suburbs and huge housing scheme
developments.

Bulawayo, situated in the south-west of the country, isamajor transport center between South Africa
and therest of Zimbabwe. A ma or communications and transport network linksit with theindustria
complexes in the southern part of the country. The headquarters for the National Railways of
Zimbabwe and severa large formal sector industrial operations are located in Bulawayo.

Bulawayo islocated in that part of the country which is susceptible to frequent bouts of drought, on
alocalized scale. The surrounding rural areas are largely devoted to animal husbandry.

Mutare. Situated in the Eastern Highlands, Mutare is Zimbabwe's gateway to Mozambique.
Mozambique' s port at Beirais Zimbabwe's closest and primary access to searoutes. Theroad, rail
and oil pipeline that link Beira with Zimbabwe pass through Mutare.

® An excellent study of fruit and vegetable traders in Harare was conducted by Nancy Horn (1995).

" These census figures were disputed by the Bulawayo City Council who puts the population at between
800,000 and one million (Mundy, 1995).
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Mutare is the provincia capital of Manicaland Province, which has the highest population in the
country, 1.5 million people, or 15% of the total 1992 population. Mutare is Zimbabwe's fourth
largest city and its 1992 population numbered 131,808. The city’s industrial base reflects the
agricultura activitiesin surrounding rural areas, such astimber, teaand coffee plantations, deciduous
fruits, and vegetables. Older and new high density suburbs are situated a few miles from the city
center.

B. Zambuko Trust
1. Goals and objectives

Zambuko Trust, a partner in the Opportunity International Network, emerged from the efforts of a
group of Zimbabwean business, community and church leaders who joined together in 1990 to
establish amicroenterprise lending organization. The name Zambuko means “bridge” in the Shona
language and reflects the mission of the organization: “to be a bridge between the under privileged
and opportunities for enterprise and income generation” in Zimbabwe. Itsgoal centers on creation
of employment and generation of income for the underprivileged through microenterprise business
activities. To “become a self-supportive, viable organization” is also a stated goal.

Zambuko' s objectives focus on facilitating the expansion of microenterprises, creating employment
opportunities within the microenterprise sector, and promoting the transition of microenterprises to
forma enterprises. Its service objectives are provision of loans, training in business practices and
administration, and on-going business support servicesto clients. Itsobjectivesinclude ensuring that
women are equal recipients of loans and services.

2. Organization and geographic coverage

Legal Status. Zambuko Trust was established in February 1992 with assistance from Opportunity
International. Although it operates as a single, unified organization, Zambuko is registered astwo
distinct legal entities. The Gesher Trust is registered as a social welfare organization to provide
businesstraining and technical assistance to microentrepreneurs and, as such, itisentitled to receive
grants without paying taxes. Since the Social Welfare Act prohibits organizations registered under
it from charging interest on loans, Zambuko Trust was established as a subsidiary of the first and
registered asaprivate, limited liability company under the Money Lenders Act which capstheinterest
rate Zambuko can legally charge.

Structure and Geographic Coverage. Over the years Zambuko's organizational structure and
geographic coverage have undergone changes which reflect expansion of the program, lessons
learned, and utilization of best practices in the microfinance industry. Initsinitia stage Zambuko
served Harare and Domboshawa, arural agricultural area approximately 20 kilometers from Harare.
The experience in Domboshawa, which coincided with aprolonged period of drought, led Zambuko
to focus on urban and peri-urban settings, and to avoid loans for crop production activities. This
focus coincides with the burgeoning of microenterprise firmsin urban rather than rural aresas.
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After its start-up year, Zambuko began establishing Table4. Growth of Zambuko Trust

branch offices, to which smaller, satellite offices Branches and Offices (1992-96)
(table 4) were linked. Branch offices were staffed . Associated Satdllite
with abranch officer, field officers (loan officers)and |  Branch Office Office

an accounts clerk. Potential clientswould receive a | Harare (1992) Chitungwiza (1994)
half-day of training at the branch office prior to | Bulawayo (1994) Gwanda (1996)
forma application for a loan, and clients within a | Gweru (1996) Kwekwe (1994)
branch’s catchment area were required to travel to | Mutare (1995)

the branch office for al financia transactions. In

comparison, asatellite office would have one or two staff, under the supervision of the branch officer.
A satellite office would provide the initial training session, take loan applications, follow-up on
borrowers, disburseloans and collect payments. Financial information was sent to the branch office
for computerized entry into theformal information system. Thesatellite officeswerelocated intowns
outside of the branch office’ simmediate catchment area.

Table5. Zambuko Trust Regional
Offices and Branches,
August 1997

Regional

Office Branch Office

Harare City, Chitungwiza,
Harare Mbare, Kuwadzana,
Bindura, Chinhoyi

IN1997, Zambukoinstituted apolicy of decentralization
and modified its structure (table 5). The objectiveisto
have branch offices in areas with the highest
concentration of clients (and potential
clients) for ease of monitoring by loan officers and to
lessen the distance clients must go to transact business.
When fully operational, the branch will be the basic
business unit, and each will have a senior loan officer, a
loan officer and an accounts clerk. Each branchis a

cost-controlled center; to be self-financing abranch needsto handle approximately 500 clientsayear.

In the fall of 1997, when the baseline study was conducted, there were five Regional Offices and 18
Branch Offices. Thesewere staffed with approximately 56 individuals, supported by aHeadquarters
Unit of 10 individuals. The Regiona Offices perform largely management functions, such as
monitoring of the branches, computerized dataentry of records, and enforcement of stepstoimprove
ddinquencies and defaults. Regional Offices are aso responsible for handling all loan applications

and clients with loans over Z$25,000.8

8 The Zimbabwe dollar is used throughout this report. As of September 1997, approximately Z$11.9 was

equal to one U.S. dollar.

17



Individual

Group

Trust Bank

Box 1: Zambuko Products and M ethods

The requirements are 1) a personal guarantor, and 2) pledge of a movable fixed
asset. Where feasible, loans are provided to a cluster of individuals who are either
resident or conduct business in the same area and work together in someway. The
individual is required to attend a half-day training session prior to formal application
for aloan.

A self-selected group of five to ten persons, who either reside or conduct businesses
in the same geographic area, co-guarantee each other. A non-essential movable
asset is pledged by each member against the loan. Each person is required to attend
ahalf-day training session prior to formal application for aloan.

Thisisavariant of the village banking model and is aimed at poorer women. At the
time of the basdline it consisted of a self-selected group of 5 members who co-
guaranteed loans to each of its members, and 5 to 7 groups formed a center. This
was changed in 1998 to a group of 20 - 30 members co-guaranteeing loans to its
members. Members are required to attend one-hour training sessions for 8 weeks
prior to receipt of loan and to attend bi-weekly meetings.

3. Lending products, methods and terms

Initidly Zambuko provided loansto individuals, but in 1995 it started providing group loans. By late
1996 the policy was to provide loans only to members of groups, but continue with individual loans
to repeat, individual loan clients. However, due to resistance to group loans outside of Harare and
Chitungwiza, individual loans to new borrowers tend to be the norm. And, for subsequent loans a
person who had a group loan might be approved by the loan officer for an individual loan product.

In 1997, the year of the baseline assessment, the |oan terms were

THEFHHIFH

Interest at 32% per annum on straight line basis.

Application fee of Z$70 (as of June 1, 1997, increased from Z$50).
Processing fee (3.5% on loans >Z$5,000; 4.5% on loans < Z$5,000).

Late payment fee (5% of principal in arrears)

Deposit of 10% of approved loan amount, refunded if loan conditions met
Trust Bank maximum initial loan of Z$2,500, with Z$9,000 the maximum for subsequent

loans. Repayment period 6 months, but increased with size of loan.

I+

Main program loans between Z$2,500 and $15,000, with repayment period of 6 to 12
months, and for loans greater than Z$15,000, an 18-month repayment period. Maximum

initial loan size of Z$5,000.
# Loan and interest installments paid on a monthly basis, with no grace period.
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The interest rate has remained the same from June 1995 onwards and it is calculated on aflat rather
than declining basis. Additional feesthat the institution charges are periodically adjusted to account
for inflation.

Within the limits stated above, the repayment period is determined by theloan officer. To encourage
and reward those who repay their loans on time, in the fall of 1997 Zambuko initiated a policy of
giving a 2% discount on the interest rate of the subsequent loan to on- time payers.

Loan officers are responsible for on-site review of the information in the loan application and vetting
of the applicant and loan amount, while the head of their office reviews and approves applications.
Each loan officer is assigned a number of persons for whom sheisresponsible. This responsibility
consists of follow-up visits to check on the client, provide informal business advice, and remind
clientsto repay loans on time. The loan officer issues warnings when the loans are delinquent.

Trust Bank: Zambuko’s Trust Bank serves only women and its methodology includes group
formation, intensive businesstraining, six-month loans, and bi-weekly group meetings covering topics
of concern to the members. These elements are aimed at the economic and social empowerment of
the members. Thetarget clientele are very poor women, although in 1997 Zambuko did not exclude
otherswho wanted to join since these other women strengthen the ability of agroup to guaranteethe
loans received by its members, and provide knowledge and skillsto the group which the others often
lack.

Similar to criteria used for vetting clients for the individual and group loan products, Trust Bank
clients are expected to have an enterprise which has been operating at least six months, although this
criterion is not strictly applied since very poor women often change the nature of their income
generating activity; and a member can not have full-time employment outside of her income
generating activity. Unliketheindividua and group loan products, the pledging of anindividual, non-
essential asset is not compulsory, but it is pledged if available.

Potential members are required to attend an eight-week orientation training prior to receipt of aloan.
This training focuses on loan requirements and business management. During this period thereisa
compulsory savings requirement which is equivaent to the first loan repayment installment. After
receipt of aloan, members meet bi-weekly. During these sessions, they exchange information and
often have a designated topic for discussion, such as nutrition and child care.

Members of a center select officers. a chairwoman, secretary and treasurer. These officers receive
training from Zambuko in leadership skills. The officers are responsible for organizing meetings and
leading discussions, athough they are often assisted by a Zambuko field officer.

In early 1997 a family assistance insurance scheme was established, directed by a board composed
of clients.  One scheme operates in Chitungwiza and ancother in Harare. The operation and
requirements vary due to decisions made by the members. If amember dies, the insurance scheme
covers repayment of her loan plus pays out funds to assist the family with burial costs. Paymentsare
also made to members when an immediate family membersdies. Initialy each member contributed
Z$50 to capitalize the fund and thereafter additional deposits are made. The amount and frequency
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of the additional deposits and payouts differ between the two schemes based on decisions made by
their respective participants.

The Trust Bank began in Chitungwizain early 1996 and extended to Kwadzana area of Harare later
that same year. In 1997 the program was extended to other geographic areas, after a two-week
training course to prepare a new cadre of loan officers from the different regions. A Trust Bank
officer based in the Harare Office is responsible for the management and implementation of the
program. The loan officers responsible for the Trust Bank report directly to their respective branch
officer, but have links to the Trust Bank Officer in Harare.

4, Financial data and growth of the program

Zambuko' sloan portfolio hasgrown rapidly, especially in fiscal year September 1996 - August 1997
(referred to as FY 97) (see table 6). In contrast to the previous fiscal year, the number of loans
outstanding increased from 3,934 at the end of FY 1996 to 10,558 at the end of FY 1997 and the
value of loans outstanding increased amost fivefold. The growth in number of loans over the years
has been accompanied by an increase in the proportion of loans to women. By the end of the FY
1997, three-fourths of Zambuko’ s loans went to women.

The nomina interest rate on loans has remained relatively steady in spite of the relatively high
inflation rate. This, however, has been off-set by other fees, such as the application and processing
feeswhich are adjusted periodically to keep up with inflationary pressures. Like most microfinance
organizations, Zambuko has encountered relatively high delinquency and default rates. Initsinitia
yearsthiswas arelated to a maor drought, while in 1995 the uncertainty of future program funding
led a number of clients to defauilt.

After the appointment in 1996 of the current Executive Director, aseries of actions have been taken
to improve repayment rates. Besides decentralizing to a branch structure as explained earlier, the
following have been instituted:

# incentives system for clients with 100% on-time payments. discount of two percent
interest applied on completion of the loan, and an automatic re-loan which is activated
by the last installment,

# strict policy of dedling with late payments. starting with warnings after one week,
applying theinsurance fund after 30 days, asking the guarantor to pay instead of the client
after week 5, and legal action before week 8,

# appointment of ateam of debt collectors to track down very late loans which are too

difficult for loan officers to handle,

revision of the client screening procedures,

formalizing the content of the training given to clients, and

periodic training of loan officers.

*HH
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Table6. Financial Record of Zambuko Trust, January 1994 - August 1997*

Jan.’94-Aug.94 , , : ] : .
(8 months) Sept.’94-Aug.’95 | Sept.’95-Aug.’96 | Sept.’96- Aug.'97

L oans Outstanding at End of 1,116 3,342 3,934 10,558
Y ear (number)
L oans to Women (percentage) 51 69% 1% 1%
Total Vaue of Loans
Outstanding at End of Year (Z9) 1,606,213 2,493,326 3,339,326 17,405,917
Average Loan Size (Z$) n.d. 1,528 n.d. 2,537
INTEREST RATES
Nominal Interest Rate Charged 350% 350 32% 3006 3006
by Program
Local Interbank Interest Rate 40.50% 39.62% 37.42% 35.00%
Inflation Rate* 21.6% 26.3% 17.7% 17.9%
Exchange Rate* 8.13 8.65 10.25 11.89
CLIENT REVENUE
'(;tgei Income from Clients 271,177 991,248 1,531,918 3,003,870
Fee Income from Clients (Z%$) 184,711 381,746 372,801 1,784,394
NON-FINANCIAL EXPENSES
Administration (Z$) 584,475 2,370,544 4,431,766 7,286,860
Depreciation of Fixed Assets 57,642 175,764 295,150 n.d.
Loan Loss Provision 45,929 433,779 721,844 1,808,311
RATES
Delinquency Rate n.d. 22% 19% 16%
Long-run Loss Rate n.d. n.d. 20% n.d.

Source:

Thefiscal year is from September 1 through August 31.
* These are stated for August of each year.

n.d. = no data available.

Issues of the Monthly Bulletin of the Reserve Bank of Zimbabwe, and Zambuko reports.

It is anticipated that the assessment’s results will reveal factors associated with loan default. For
example, after the second survey round information on loan defaulters will be analyzed to determine
if it isrelated to size of the loan, or length of participation in the program.
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5. Basic profile of loans and clients

In fiscal year 1996/97, Zambuko disbursed 6,123 more |oans than the previous year (table 7). The
increase in the number of loans reflects that Zambuko more than doubled its client base. However,
since anindividua may have received two six-month loans during afiscal year, the number of loans
each year servesonly as a proxy indicator of the number of individuals participating in the program
each year.

Table7. Distribution of Zambuko L oans by Geographic L ocation and Gender, Fiscal Years
1995/96 and 1996/97

. Fiscal Year 1995/96 Fiscal Year 1996/97
ocation Number of Loans F;ﬁ;”;t(‘(’, %) Number of Loans F;ﬁ;”;t(‘(’, %)
Harare Main 663  (23%) 76 1,748 (19%) 81
Chitungwiza Main 238 (8%) 87 773 (9%) 75
Trust Bank - Harare & 300  (10%) 100 999  (11%) 100
Bulawayo 554 (19%) 75 1,308  (15%) 71
Mutare 49  (17%) 65 1,067  (12%) 75
Gweru 349 (12%) 81 645 (7%) 73
Kwekwe 27 (11%) 66 810 (9%) 71
Masvingo* 1,023 (11%) 75
Chinhoyi & Bindura* 677 (7%) 78
Total 2,927 (100%) 77 9,050  (100%) 78

Source: Zambuko Management Information System.
* These locations began disbursing loans in June 1997

Approximately three-quarters of Zambuko’s clients are women. Although Zambuko did not begin
with apolicy of targeting women, the good repayment performance of women visavis men led the
organization to make a strategic decision to target women (World Bank, 1997). At the time, this
decision was underscored by the preponderance of female M SE proprietors.

Using Zambuko's classification of sectors, an analysis of the sector distribution of loansin recent
fiscad years (1995/96 and 1996/97) shows that most went to individuals engaged in either
manufacturing or trade (table 8). The “other” category reflects primarily services and agriculture
(e.g. livestock trade, poultry raising and market gardens), since aimost none of the clients are
involved in food-based businesses (e.g. catering and restaurants) due to government enforcement of
regulations governing this sub-sector.

The data in table 7 reveds that Harare, Chitungwiza, Bulawayo, Mutare and the Trust Bank
accounted for almost two-thirds of all loansin 1996/97. That year, the proportion of loansto female
clientswas dlightly higher in the selected areas (80%) than in the other locations (74%). The sector
distribution in the study areas varied dlightly from that of the total loan-receiving population: the
study areas had a smaller proportion of loans in the “other” sector.

22



Table8. Sector Distribution of Zambuko L oans by Geographic Location for Fiscal Years

1995/96 and 1996/97 (per centage)

Fiscal Year 1995/96 Fiscal Year 1996/97
Location M anu- M anu-
facturing Trade Other* facturing Trade Other

Harare Main 61 33 6 56 36 8
Chitungwiza Main 58 33 9 51 41 8
Trust Bank (Harare &

Chitungwiza) 46 50 4 47 48 5
Bulawayo 44 39 17 36 39 25
Mutare 37 46 17 21 73 6
Gweru 71 6 23 59 13 28
Kwekwe 47 34 19 35 43 22
Masvingo 22 55 23
Chinhoyi & Bindura 31 51 18
Percentegeofell 52 35 13 41 45 14
clients

Source: Zambuko Management Information System.
*Other consists of services, agriculture and food.
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11,  METHODOLOGY AND CHARACTERISTICSOF FINAL SAMPLE
A. Sampling Framework
1. Sample design

Overview: The study covers three Table9. Sample Format

geographic areas- Greater Harare (Harareand , Non-
Chitungwiza), Bulawayo and Mutare. The ocation New | Repeat | qjients
sampledesign centeredoninclusonof newand | Greater Harare
repeat (continuing) clients of Zambuko, and [ \women's
non-client microentrepreneurs (table 9). The | program Greater
|atter were specifically matched with clientson | Harare

the basis_ of gen_der, enterprisc_e _sector and Bulawayo
geographic location. In addition, to be
included in the study non-client
microentrepreneurs had to meet these criteria:
a) never received credit from aformal organization for their business, b) be the sole or joint owner
of an enterprise at least six months old, and ¢) not be employed elsewhere on afull time basis, as
such, the non-client respondents represent those who meet basic criteria for access to Zambuko's
program, but do not participate.

Mutare

Coverage: In April 1997 when the sample design was developed, Zambuko had a number of
branches and satellite offices (see table 3 in the previous chapter). Logistics and cost implications
dictated limiting the number of geographic areas covered by the survey. After adiscussion with the
Executive Director of Zambuko, it was decided that the sample of clients should be from Bulawayo
(excluding the new Gwanda office) and Greater Harare ( i.e. Harare and Chitungwiza) since these
were the established programs, with repeat clients, and the mgjority of clients were from these
geographic areas. In addition, Mutare wasincluded as representing Zambuko’ s officesin the smaller
cities. Since Mutare and Bulawayo had a smaller number of clients than Harare and Chitungwiza,
the design called for including an adequate number of respondents from each geographic area so that
descriptive statistics could be used to analyze the resultant data.

Consideration was given to clients of the Trust Bank due to its different outreach methodology. It
was decided that the Trust Bank clientsin the Kuwadzana area of Harare and in Chitungwiza should
be treated as a separate geographic areawithin Greater Harare. The design called for including at
least 70 Trust Bank clients so that the data for this group could be analyzed using descriptive
statistics.

Sector of Economic Activities. As mentioned in the previous chapter, Zambuko uses five sector
classification categories. For the period from September 1, 1996 to April 30, 1997, Zambuko records
showed that 44% of the loans went to the manufacturing sector and 46% to the trading sector, and
the remaining loans went to the other three sectors - food, agriculture and services. It was decided
to use a systematic random sampling approach since it would result in asample that is proportional
to the sectoral distribution of clients and, therefore, is representative of the sectora distribution in
each of the areas.
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Comparison Groups. Thedesign centerson inclusion of anon-client sampleto permit acomparison
of changesin the impact variables between clients and non-clients, and thus identify the impacts of
Zambuko's program. A comparison of changes between the new and repeat client respondentsis
expected to reveal impacts that occur with extended participation in the program.

Determination of the sample size took into account the need to have sufficient statistical power to
detect changes after the second survey round between the comparison groups: new clients, repeat
clients and non-clients. It aso had to account for the likelihood of not being able to locate some of
the clients selected for the baseline study, and a further erosion in sample size due to the likelihood
of not being able to locate some of the baseline respondents for the second round of the survey.

Clientswho recently received new or additional |loanswerethe sample population, dueto interrelated
factors. First, Zambuko pridesitself on a quick turn around between time of loan application and
receipt of loan, and the survey work could not interfere with normal operations of the program.
Furthermore, one would risk data bias if persons were interviewed between the time of application
or approval of a loan and the receipt of the loan. Second, the size of the client sample, its
distribution among three geographic locations, and the limited amount of information on each client
in the computerized database meant that several weeks lead time was required to develop the
sampling frame, identify new and repeat borrowers (since this distinction is not part of the
computerized database), draw the sample, and obtain the address of each from individual files, and
then locate each client in the sample. These procedures ruled against attempting to interview clients
before receipt of their loan.

2. Client sample selection procedure

SampleFrame: To draw the sample, aprintout was obtained from Zambuko Trust of all loansgiven
for the selected offices from March 1 - June 30, 1997. These lists consisted of 2,434 clients from
Bulawayo (excluding Gwanda), Mutare (including Rusape), Harare Main, Kuwadzana Trust Bank,
ChitungwizaMain and Chitungwiza Trust Bank. Thelistsprovided detailson each client: name, date
of loan, amount of loan, repayment period, and proposed activity. Since Zambuko’s computerized
MIS system does not include information on the number of loans each client has received, the loan
officers reviewed the list for their office and indicated on it whether the borrower was a new or
continuing (repeat) client.

Thereafter, examination of the lists showed that for new clients, the period May | to June 30, 1997,
would provide a sufficient population for sampling, and Rusape clients were excluded from the
population since Rusape as anew office did not have repeat borrowers. The total sample population
of new clientswas 1,281 (seetable 10). Therewasalower number of repeat clients than anticipated;
therefore, in order to achieve a sufficient number of repeat clients the period April Ist to June 30 was
selected. All repeat clients were to be included and thus the survey consisted of a census of repeat
clients in the selected cities.

Sampling Procedures. The records on each new client were sorted by geographic area (but with

aseparate cluster for the Trust Bank clients), sector of economic activity stated on loan application,
supervisor (an additional location variable), and date of loan. These lists constituted the sample
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frame (table 10) and a systematic sample was generated using a random starting point for each
geographic area. As mentioned above, al repeat clients (196) were taken into the survey sample.

Table 10. Sample Framework*

Location New Clients | Repeat Clients Total
Greater Harare 673 (52%) 96 769 (52%)
st Berls sl 238 (19%) 25 263 (18%)
Harare
Bulawayo 214 (17%) 29 243 (16%)
Mutare 156 (12%) 46 202 (14%)
Total 1,281 (100%) 196 1,477 (100%)

Source: Field Survey Data, 1997.
* The classification of clientsinto new and repeat was done by the loan officers; after the
survey, an analysis shows about a 6% error in classification.

Thereafter, select members of the local team consulted the individua client files in the relevant
Zambuko officeto obtain the home and business addresses and past loan history. Initially six clients
were eliminated from the sample since they had another household member in the sample or had been
interviewed in the pre-test. In the course of locating clients at their home or business address, a
number were removed from the sample because they could not be located or were out of town
indefinitely. Eight had either died, wereill or were no longer in business; and 10 adamantly refused
to beinterviewed. Inall, atotal of 83 clientsfrom the origina sample were not interviewed: 46 new
clientsand 37 repedt clients. Because of the longer term implications of aloss of 83 clientsfrom the
baseline sample, aresampling exercise based on the original lists was carried out that resulted in 68
new clients being added to the sample; since the repeat clients constituted a census no additional
clients from this category were added.

Summary. The sampling consisted of the following. First, alist of al loans extended between
March 1 - June 30, 1997, was compiled. It consisted of 2,434 clients. Second, the loan officers
designated whether those on thelist were new or repeat clients. Third, thelist was narrowed to cover
only those receiving loans May 1 - June 30, and thisresult in 1,281 new clients and a much smaller
number of repeat clients. Fourth, the repeat client list was expanded to cover loans given April 1 -
June 30, but those receiving loans in April of less than six months duration were excluded. The
resulting list contained 196 repeat clients. Fifth, asample of 244 was randomly selected from thelist
1,281 new clients. All repeat clientswereincluded inthesample. Sixth, elimination from the sample
of more than one client per household, failure to locate the individual, illness, death, closure of the
business, and refusal to be interviewed led to 83 of the clientsfrom the original sample being dropped
from the study. Resampling from the original lists was undertaken to replace the new clients dropped
from the sample, but since repeat clients constituted a census no additional repeat clients were added
to the sample.
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3. Non-client selection procedures

Matching: The design called for matching non-clients to clients on the basis of key characteristics
and sampling 25% fewer non-clients than clients® To identify those clients that would have a
matched non-client, client records were sorted by geographic area, sector, supervisor and date of
loan. Thereafter a one in four systematic procedure, with a random starting point in each case,
designated every fourth client as not requiring a matching non-client.

To increase the randomness of the selection of microentrepreneurs for the non-client sample, a
random number of one to three was assigned every member of the client sample that was to be
matched. Thissignified the number of non-client microentrepreneurs meeting the screening criteria
who had to be identified and the person who would be included in the non-client sample. For
example, if a number two were assigned the client, the second non-client identified meeting the
eligibility criteriaand matching the client’ sgender and enterprise sector would beincluded in the non-
client sample. The eligibility criteriawere: @) never received credit from aformal organization for
their business, b) be the sole or joint owner of an enterprise at least six months old, and c) not be
employed elsewhere on afull time basis.

Random Walk Method: A random walk method wasemployed to identify microentrepreneurswho
met the criteriafor inclusion in the study. The walking method procedures were specified a priori for
residential and business sites. For example, when the client’ sbusinesswasin aresidentia area, from
the front of the house the interviewer turned right, went to thefirst road intersection, turned right and
walked to the third intersection and then turned left; from there the interviewer asked a series of
guestions to identify who met the criteria for inclusion in the study.

Adjustments. During implementation, atotal of 19 non-clients were interviewed for whom their
corresponding clients were not ultimately available for inclusion in the study. These non-clients
however wereretained in the sample. In addition, 25 of the originally matched non-clients could not
be found for interviewing, and five were found not suitable since they were not the true owner of the
business. In each casewhere arematch had to be carried out, the preceding random number screened
person was designated for interview. In those cases where the random number was one, a new
screening process occurred.

During the data analysis stage, a few of the clients were found to have been misclassified into the
categories of new/repeat during the initial identification process by loan officers. This error was
reveaed through an analysis of the loan history of each client. Asaresult, the repeat client sample
was reduced by ten persons.

® This decision was made based on resource constraints and the desire to include a large enough sample of
clientsto allow for a comparison between new and repeat clients.
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4, Characteristics of final sample

The process described above resulted in
basdline interviews with 393 clients and

Table11. Distribution of Sample of Completed
Baseline Interviews

298 non-clients (table 11). Fifty-nine . New | Repeat | Non-
percent of the total sample was from Location Clients | Clients | clients e
Greater Harare; this includes Trust Bank | Greater Harare 78 68 qeil 267
clientsaswell astheir matched non-clients. [ 4 Bank:
In the sample, 87% of the new clients, | creater Harare 60 22 61| 143
(0) i 0,

75% o_f the repeat clients, and 82% of the BUlanao &2 10 50 a1
non-clients were women.

Mutare 44 40 56 140
As anticipated, the average value of the [ Tota 244 149 298 | 691

loans to new clients was smaller than the Source: Field Survey Data, 1997.

loans received by the repeat borrowers, and the average size of the loan increased with the number
of loans received (table 12). The average monetary value of the recent loan was Z$1,793 for new
client respondents and Z$3,245 for repeat client respondents.

Approximately two-thirds of the repeat
client sample are on their second loan.
Among the repeat borrowers, the

Table12. Average Value of Recent Loan By
Client Loan Status
(2% and Number of Clients)

average value of all loans received to New Repeat Repeat Repeat Repeat
date was 2$2,213 and on average they h Clients | Clients | Clients | Clients
received their first loan 19 months prior Clients | 5 d10an | 3rdioan | 4thioan | 5thioan

to September 1997, when the survey
data collection began.

B. Data Collection and Analysis Stages
1. Questionnaire design

The design of the questionnaire involved a series of stages over several months. First, aninitial set
of hypotheses, variables and measures was drawn up by the AIMS core team which focused on
measuring economic impacts at the household, enterprise and individual levels. Second, the AIMS
principa investigator, Carolyn Barnes, spent two weeks in Zimbabwe carrying out open-ended
guestions in the three geographic areas to test if the hypotheses, variables and measures seemed to
be appropriate. Concomitantly, aconsultant carried out in-depth interviews on coping with financial
shocks and on empowerment to identify ways that these might be covered in aquestionnaire. Third,
the results of theinitia exploratory work in Zimbabwe, as well as the other two AIM S core impact
assessment countries, led to further refinement of variables and measures by the AIMS core team.
Fourth, a draft survey instrument was tested in Harare and Chitungwiza and further refined. The
resulting instrument was used to train the field enumerators. The field practice during the training
session led to clarifications and some refinements in the questionnaire.

28




The instructions included asking the client and non-client respondents the questions about their
household aswell asthe questions on their own main, matched enterprise. 1f the household had more
than one enterprise, the owner responded to questions about hisher enterprise. Up to three
enterprises were covered in detaill whereas only information on fixed assets was gathered on any
additional enterprises.

2. Preparationsfor field work

Selection of Zimbabwe team: The local team headed by Erica Keogh (chief researcher) included
aprofessional collaborator, and two field supervisors. Thiscoreteam had previously worked together
on the Zimbabwe Poverty Assessment carried out by the Ministry of Public Service, Labor and Socia
Welfare, Government of Zimbabwe. For the enumerator team, they recruited 11 individual swho had
demonstrated the requisite skills and discipline as enumerators on the poverty assessment survey.
Each member of the Poverty Assessment field team had recelved six weeks of training in
enumeration, including how to approach people, how to introduce oneself, and how to not bias
responses. The enumeration team consisted of individuals who spoke Shona, the primary local
language in Greater Harare and Mutare, and two of these people also spoke Ndebele, the local
language in Bulawayo.

Enumerator Training: Prior tothetraining for the AIMS survey, enumerators were provided with
copies of the questionnaires and the instructions manual which set out the objectives of the study,
presented a summary of best practices for conducting interviews, explained each question and
provided alist of common activities by sector classification. Thefirst two days of training that began
August 25, 1997, consisted of explaining the purpose and meaning of each question, discussing the
Shona trandlation of each question, and role playing. Later, enumerators worked in pairs and did
mock interviews, supervised by members of the core team. Also, enumerators practiced how to
introduce the study and themselves, and reviewed methods and best practices for conducting
interviews.

Onthethird day, thefield supervisorsand AIM S principa investigator took the enumeratorsto ahigh
density area not penetrated by the Zambuko program to practice administering the enterprise
guestionnaire. The next day, the team discussed the experience and specific questions and interview
techniques. Day five was spent administering both the household and enterprise questionnaires in
the test site. Three additional days were spent in the office clarifying interview techniques and
definitions of terms used in the questionnaires. These feedback sessions led to refining a few
guestions and theinstructionsmanual. Near the end of the training, atest was administered to assess
the capability of each enumerator and to identify potentially weak areas and individuals.

During theinitial days of implementing the survey, training continued. It focused on clarification of
issues and addressing specific questions arising from the field experience. After three weeks of data
collection in Harare and Chitungwiza, the Bulawayo sub-team spent two daysin preparation for their
work in southern Zimbabwe. Thisincluded trandation of the questionnaireinto Ndebele and practice
sessions.
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3. Data collection

The field work began September 8 and continued with the whole team working in Harare and
Chitungwizauntil September 21. At that time a sub-team broke off for work in Bulawayo and then
Mutare. Part of the team continued interviewing in Harare and Bulawayo until November 22.
Thereafter, a small team was used to follow-up on hard-to-find clients and subsequently interview
additiona people added to the sample. While the three-month spread was less than ideal, the client
and his/her matched non-client were normally interviewed in the same time period so that the results
were not skewed by monthly variations.

In each of the three geographic areas the daily pattern was similar. Each morning before moving out
to thefield, thewholefield team met and reviewed theinterviews held the previousday. Enumerators
gavetheir completed questionnairesto team leadersfor checking and particul ar issueswere discussed.
Each questionnaire was thoroughly checked within 24 hours of the interview. Throughout the day
inthe field, each team leader transported members of her team from interview to interview and thus
was able to keep a close watch on progress and problems. Once every two weeks, the entire field
team met in the office for aday of revison and sharing of experiences.

In addition, each team leader conducted follow-up interviews with approximately 10% of the
respondentsinterviewed in order to check for dataquality and consistency. Thefollow-upinterviews
were facilitated by each team member carrying a picture identification card with the name of the
survey and survey team. The team leaders followed up on interviews done by al enumerators but,
especialy in the first few weeks did more follow ups on interviews conducted by enumerators
appearing to have difficulty. Follow-ups were designed to cover all areas within each city and
randomly selected for each enumerator. They took the form of the supervisor returning to the
respondent within 24 hours of the interview, with the completed questionnaire. Additional probing
was done with respect to select household assets owned and the top three products sold last month
in order to validate the information recorded. When differences appeared, the supervisor then
consulted with the enumerator, conclusions were reached, and the questionnaire amended if
necessary. This process showed in the early stages of data collection that al but one of the
enumerators was completely reliable and understood the meaning of the questions. Thereafter, al
of this person’ s interviews were checked until the supervisor and team leader were satisfied that he
was performing to standard.

Whiledifficulties were encountered with specific questions, many of these wererectified through the
training and supervision process explained above. In other cases, respondents clearly did not know
the answer. The primary difficulty centered on locating clients and matched non-clients. This
problem was particularly evident among those operating in market centers. Threeto four call-backs
were made prior to eliminating an individual from the interview list.

4, Data entry, cleaning and analysis
Onceteam leaders had reviewed the completed questionnaires, the questionnaires were passed to the
chief researcher for checking and providing key identification codes. Thereafter, the questionnaires

were given to data entry operators. Two individuals entered the data from each questionnaire
independently, using a prepared format in Epi Info Version 6.

30



Once the double data entry was completed, the data files were exported to SAS (version 6.04) and
a comparison of files was made for validation purposes. Inconsistencies between the two fileswere
printed out and the chief researcher then consulted the original questionnaires for resolving the
problems. Thereafter the data were cleaned. During this process, information on the amount paid
last term for school fees was reviewed and standard fees for the area added when the data were
missing. Cleaning aso involved making sure that enterprise assets were not included in the list of
items under the question about household assets purchased the previous 24 months, when an
enterprise asset was misrecorded here, the question on recent purchases for the enterprise was
reviewed to check whether the information was also recorded there, and when missing added in the
appropriate spot.

The resultant files were sent to Management Systems International and initial data analysis was

carried out to identify questions which provided insightful data and those that seemed to yield poor
or questionable data. Thereafter, further analysis was done.
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V. FINDINGS AND ANALYSIS
A. I ntroduction

This section presents and analyzes the basdline findings.™ It addresses the key question: what are
the similarities and differences between the new clients of Zambuko, its repeat clients, and non-client
microentrepreneurs? The datafrom repeat and new clientsare analyzed separately to provide abetter
understanding of the similarities and differences between the two client groups and the extent to
which the new clients are smilar to microentrepreneurs in their community who have not received
microenterprise credit but meet basic eligibility criteria.  Where appropriate, the Trust Bank
respondents are compared with the other client respondents to determine if the Trust Bank reaches
microentrepreneurs who are poorer than those accessing Zambuko'’ s other loan products. Also, on
key factors geographic differences are highlighted.

Thediscussion centers on households' resources, income-generating activities, levels of income, and
expenditure patterns; respondents microenterprises; and empowerment of female
microentrepreneurs. Where appropriate, the findings were subjected to statistical teststo determine
if the distribution found between new/repeat/non-client respondents is statistically significant. The
testsindicate whether or not the differences are asignificant departure from chance expectation. Any
differencesthat are significant at a.05 or smaller level of significance are reported as “significant” or
“satistically significant”.

Data are not available on the repeat clients prior to their joining the Zambuko program, therefore
differences between the repeat clients and others on key impact variables only suggest areas of
impact. The AIMS case studies of select repeat clients will identify changes that occurred between
the period immediately prior to first becoming a client and the baseline period and reasons for these
changesin order to identify impacts of the program prior to the baseline survey. The information
will be used to illuminate the survey findings. Information from the follow-up survey will permit
identification of changes that have occurred between the two survey rounds. A comparison of the
changes from the first to the second round of the survey between the client and non-client samples
will be used to identify the impacts of participation in Zambuko on clients, their enterprises and
households.

B. Household Resour ces

A household' s resource base consists of its human and physical assets. Demographic data provide
afoundation for understanding differences and similaritiesin the human resource base of households.
Household size and the economic dependency ratio aswell asthe respondent’ sage, marital statusand
number of years of education are factors which may influence participation in Zambuko's program,
and the impacts of participation. Education of youth within the household indicates development of
the human resource capacity of household members, and thisrelates to enhancing members' income-
earning potential.

19 The unwei ghted data refer specifically to the respondents but for presentation purposes the term
respondents is often omitted.
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The physical resource base of a household representsits stock of wealth and indicatesits standard
of living and level of wealth/poverty. Housing and consumer durables are significant elementsof this
physica resource base. Housing owned normally appreciates in value, and can be sold to generate
needed income. Whether a household owns or rentsits housing, the household can use its housing
resources to generate income through rental of rooms and home-based enterprises.

1. Human resour ces

Characteristics of Respondents and their Households. Respondents were on average 37 to 41
years old, with 7 to 8 years of education, and most were married (table 13). They tend to livein
households with 5 to 6 members, two of whom are economically active. Approximately 40% of the
household membersare economically active. Among the unmarried respondents, approximately half
are widows and the approximately 40-50% of the household members are economically active (A.1.3
and 4) The key characteristics of Trust Bank respondents were similar to other clients (A.1.5).

Table13. Key Characteristics of Respondents and Their Households

" New Repeat : | evel of Statistical
Gy GBI Clients Clients NI Significance
ANOVA
Age 37 41 37 0=.001
: ANOVA
Education (years) 7.8 8.3 7.3 0=.005
Married o o o
Single/Divorced/ ;g;z ;ééz ;ééz N.S.
Separated/Widowed
Household Size 56 6.0 5.1 ANOVA
p=.003
Household Economic
Dependency Ratio 40 43 44 N.S.
Household Members ANOVA
Economically Active 19 23 20 p=.001

Source: Field Survey Data, 1997.

There are statistically significant differences, however, between the comparison groups. The repeat
clients are significantly older and tend to have more years of education than the new client and non-
client respondents. On average, repeat client households had the most members and the non-client
households the fewest. The average number of economicaly active household members differs
significantly, with averages being the highest in repeat client households and lowest in new client
households; however, the househol d economic dependency ratio (i.e. theratio of economically active
members to total household members) does not differ significantly between the comparison groups.
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Education of Children. Educationis Table14. Children Attending School

highly valued by Zimbabweans. Among Nom-
respondent households with children | Key Characteristic New | Repeat | ™
Clients | Clients | clients

aged 6 to 16, amost everyone sends all Houstoldswih AL B
of the boys and girlsin their household | 11008 &0165i’r‘]’v'stchool NSl o 90 95
to school (table 14).® However, when 9 _ :
children in a higher age bracket are HOUquOIdS.W'thhAI: CL= 93 89 91
taken into account, the data revea |/A98d616inSchoo
lower enroll-ment rates. In households | Householdswith All Boys |, 61 70
with girls and boys aged 6 to 21, a |Aged62LinSchodl
higher proportion of the new client and | Householdswith All Girls | 60 66

i i Aged 6-21 in School
non-client househol dsthan repeat client g

households have all its membersin this Source: Field Survey Data, 1997.

age group in school.

The data reveal a pattern of repeat client households being less likely than others to send all of the
boys and girlsin their household to school, regardless of age group. Since those in the higher age
groups who do not do well enough on their secondary school tests to advance through the formal
educationa system are usually accepted into post-secondary school training programs, the lower
attendance rates cannot be attributed solely to academic ability. Financia prioritiesand opportunities
are probably the main factors contributing to the lower enrollment rates.

2. Physical resour ces

Housing Tenure. Like people world-wide, Zimbabweans place a high value on owning a home.
After independence, those living in city council houses and apartments were able to purchase the
place where they resided, often under a rent-to-buy arrangement. Hence, ownership of these
residences is less areflection of income than being well-situated to take advantage of the changein
housing tenure. In addition, new high-density suburbs sprang up to meet the demand for housing and
these were based on 3-4 room houses with room for expansion. More recent high density schemes
are often based on two-room houses. Nevertheless, the demand for affordable housing still exceeds
the supply, so renting is common. A household may rent a room in a house or rent aroom in a
separate unit at the back of the house. A room in a separate rental unit normally has no electrical
outlets, but iswired to provide asinglelight bulb; and the household shares accessto abathroom and
piped water. Virtually all main houses have electricity, indoor piped water and toilet facilities, and
amost all are situated on a paved road.

Approximately one-third of the households in each comparison group own the place where they
reside, and at least one-quarter of the households in each group are purchasing the place where they

™ The baseline survey attempted to obtain information on the amount paid on school expenditures during
the term prior to the survey and the source of the funds, but respondents often did not know the amount spent.
This was sometimes the result of assistance from outside the household, including fees paid by the Social

Development Fund for children of very poor households.
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to-buy arrangements) (table 15). A higher households)

proportion of the non-clients and new New Repeat Non-
clients than repeat clients reside in rented Tenure Status Clients | Clients | dlients
roomsor liveinarental unit (normally one  ["own 31 34 31

room). Among Trust Bank respondents, the | Rent- to-Buy PP 30 PP

households of the new clients are more  ["Rent Whole House 12 14 7

likely than those of therepeat clientstolive | | odger in House or 30 46 33

in rented rooms or a rental unit. Rental Unit

Nevertheless, 60% of the households of the | Other Arrangement 5 6 7

Trust Bank respondents either own or are  Source: Field Survey Data, 1997.
purchasing their residence (A.1.5).

Housing tenure varies by geographic area (A.1.7). Ownership of houses is extremely rare among
respondents who reside in Mutare, whereas over half of the Bulawayo respondents in each
comparison group own their home. At the same time, rent to buy is more common in Mutare and
Greater Harare than in Bulawayo.

Although microentrepreneurs are often characterized in the mediaas atransient population, the data
do not confirm this assertion. Among the respondents, 65% of the new clients, 84% of the repeat
clientsand 69% of the non-clientshaveresided at their current addressfor more than 24 months. This
pattern tends to mirror the proportion who either own or are buying their residence. A closer
examination showsthat approximately three-fourths of the respondentsin Bulawayo and Trust Bank
clients have lived at their current residence for more than two years, compared with roughly two-
thirds of the respondentsin Greater Harare'? and Mutare (A.1.8).

Owner ship of Consumer Durables. Consumer durablesindicate theliving standard of households.
Information was gathered on a basket of household consumer durables, that consisted of various
types of appliances, electronic equipment and transport, excluding the items they mentioned in an
open-ended question about purchasing in the 24 months prior to the survey (A.1.9). Almost all of the
respondent househol ds possessed either a hotplate or stove. But, a significantly higher proportion
of the repeat client households than households in the other comparison groups possessed
refrigerators, electric fans, and motor bikesor vehicles; nevertheless, theseitemsare not widely found
in respondent households . Only 48% of the repeat client households, 34% of the new client
households and 31% of the non-client respondent households owned arefrigerator. Color televisions
are owned by 20% or less of the households in each of the comparison groups. Less than 13% of
each group own vehicles or motor bikes. No major differences were found between Trust Bank
respondents and other client respondents in the ownership of color televisions, refrigerators, electric
fans, bicycles and motor bikes or vehicles (A.1.10).

Value of Select Household Assets. In order to obtain an indicator of the household’ s wedlth level,
data were aggregated from three questions. estimates of the value of household consumer durables
purchased in the past 24 months, the estimated value of other appliances, electronic equipment and
transport owned by the household, and the value of the fixed assets in al of the household's

12 Excludes the Trust Bank clients and their matching non-clients.
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enterprises.”® Since respondents had difficulty estimating the value of each asset, the data should be
regarded as indicative of a pattern rather than reflecting the real value of the items owned by these
households.

The results show that on average the repeat
client households have a significantly higher
value asset base than the new client and non-

Figure 1. Average Estimated Value of
Select Household Assets (Z$)!

25,000 client households (figure 1). The averages,
00,821 however, are influenced by a smal

20,000 ' proportion of the clients in the higher value
14.052 asset range. Approximately half of the new

15,000 : clients and the non-clients, compared with
9.919 one-quarter of the repeat clients, had select

10,000 household assets with an estimated value of
less than Z$5,000. When the averages for

5,000 the three asset categories are analyzed
separately, the data reveal that the largest

0 ‘ ‘ difference between the repeat clients and the

New Clients  Repeat Clients  Non-clients other comparison groups occursin the value
of al of the households enterprise assets.
The average current value for al enterprise
assetsis Z$8,006 for repeat clients, but only
Z$3,538 for new clients and Z$2,265 for non-clients.**

1Level of Statistical Significance ANOVA: p=.000

A comparison of Trust Bank clients with the non-client respondents reveal s that the average value of
al enterprise assets owned by the households of repeat Trust Bank clientsis approximately Z$1,300
higher than for the non-clients sample, whilethe average valuefor the new Trust Bank clientsisZ$477
lessthan that of the non-clients. When the Trust Bank clients are compared with the other clients, the
new Trust Bank clients have much lower averagesin each of the three categories than do other new
clients (table 16). The largest difference between Trust Bank clients and other clients occurs in the
average value of fixed assetsin al of the households enterprises. These findings help to confirm that
the Trust Bank indeed reaches women from households that are poorer than those of clients who
acquire Zambuko’ s individual or group loan products.

3 The pilot test revealed that it was difficult to obtain even general estimates on the value of houses
owned and being purchased, so thisimportant asset is not included in the estimates.

14 ANOVA: p=.000.
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Table16. Comparison of Trust Bank Clients and Other Respondents. Average Value of

Assets (Z9)
TRUST BANK OTHER CLIENTS NON-
New Repeat New Repeat | CLIENTS

Va ue of Household Consumer Durables, 4,197 8,871 9,332 9,064 5,582
Excluding Those Purchased the Past 24
Months
Vaue of Household Consumer Durables 3,417 7,097 5,394 6,408 4,574
Purchased the Past 24 Months
Value of Fixed Assetsin All of the 1,511 2,267 3,958 6,947 2,265
Households' Enterprises

Source: Field Survey Data, 1997.
3. Discussion

The household resource base tends to vary between the three comparison groups. In contrast to new
clients and non-clients, repeat clients tend to be older, have more years of education, have a larger
sized household, have moreeconomically active household members, and either own or are purchasing
their residence. Also, alarger proportion of repeat client households than those in the comparison
groups own select consumer durables, and the average estimated value of select household assetsis
highest for repeat client households. The household resource base of new clients often tends to
resemble that of non-clients more than that of repeat clients.

The baseline data tend to confirm that the Trust Bank reaches poorer households than those served
by Zambuko’ s other loan products. The new Trust Bank client households have on average alower
value asset base than the other new clients aswell asthe non-clients. In comparison, the repeat Trust
Bank respondents tend to have a higher asset base than any of the new clients and the non-clients.
This finding suggests the following: 1) continued participation in the program adds to the resource
base of Trust Bank client households, 2) those who continuein the program started from ahigher asset
base, or 3) a combination of these factors. The AIMS qualitative case studies of select Trust Bank
clients and the analysis of changes between the two survey rounds are expected to provide a better
understanding of why the Trust Bank and other repesat clients differed from the other respondents
during the baseline period.

The respondents in this study differ from those in the third nationwide survey of micro and small
enterprises (MSEs). The latter found the following characteristics among the proprietors in
manufacturing, commerce and services: 58% were women, over 80% were married and the median
level of education was some secondary school. The differences between the respondentsin these two
surveys are probably attributable to this survey containing a higher proportion of women since
Zambuko targetswomen asitsmain clients. Women in Zimbabwe generally have less education than
men and are more likely to be unmarried than men in their age group (Central Statistics Office, 1995).
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C. Household Income-Generating Activities and L evel of Income
1. I ncome generating activities

Households have a variety of ways of earning an income: microenterprises, salaried or wage
employment, rental property, and casual labor. A household’ s total income may be spread across a
number of activities or be largely dependent upon one source. Wage or salaried employment and
rental income tend to represent steady streams of income. In contrast, the flow of income from
microenterprises usually fluctuates within a month, with the highest volume of sales occurring in the
week after payday for wage/salaried workers, and from month to month. For most
microentrepreneurs, November and December tend to be their high sales months due to buying for
Christmas and New Y ear celebrations. The aftermath of the holiday expenditures and the paying of
educationa expenditures cause January and February to be the months with the lowest sales volume
for most microentrepreneurs.

Sour ces of Household Income. In general, respondent households had two or three sources of
income, and the repeat client househol ds tended to have a higher average number of income sources
than the other households (table 17). In addition to income from microenterprises,

approximately 23 to 33% of the households in each respondent group have one or more of its

members engaged in salaried or  Taple17. Sources of Household Income

wage employment. A greater
proportion of the non-client New | Repeat | Non-
households than client households Clients') Cliens T [Fidliems
obtained income from renta of Income Sources (number) 2.2 25 2.1
rooms or houses. Percentage of Households
with:
Since househol ds renting or owning One Enterprise 9 64 84
a house often rent out rooms, Two Enterprises 18 29 13
respondents were asked about the Uhiser e € [ €
number of rooms they rent out Enterprises
(table 18).  Non-clients differ | Householdswith
significantly from dlientsin that the | Slaied/Wage Employment 33 28 23
average number of rooms they rent (EEEES :
out is higher. This suggests that | Householdswith Income
households of the non-client | from Renting Rooms/Houses | 44 R 53
respondents are more reliant on (percent?ge)
rental income than households of Source: Field Survey Data, 1997.
the client respondents.
Table18. Number of Rooms Household Rents Out
Leve of
New Clients Repeat Non- Statistical
Clients clients o
Significance
Number Rooms Rented Out .86 11 1.28 AEE(())\S/AA
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2. Income levels

Estimates were obtained on the Figure 2. Distribution of Estimated Monthly
level of household income in the Household Income (Z$)

previous month to indicate the
relative level of income between 52
respondent groups. These data 5,
take into account cash income

from al sources. The results 4o 36 @New Clients

Q0

@Repeat Clients

revea on average the highest per
capita monthly income among
repeat client households
(Z2%$1,261) and the lowest among
new client (Z$798) households,
with non-client household
averages (Z$867) being close to
averagesfor thenew clients.** The
distribution of estimated monthly
income, however, shows nearly
haf of the households of new
clients and non-clients compared with approximately one-fifth of the repeat client households with
monthly income of less than Z$2,000 (figure 2).*°

ONon-clients

18

Under 999 1,000 - 2,000 - 4,000 and
1,999 3,999 over

3. Discussion

The datareved that the households of new clients have alower estimated per capita monthly income
than those of the non-clients; thisindicates that Zambuko reaches low income households. Whilethe
data clearly show differencesin per capitaincome levels among the baseline respondent groups, one
would like to be able to place these groups within the larger national context to determine the extent
to which Zambuko's clients are poor. Zimbabwe's 1995 Poverty Assessment Study Survey (1996)
uses aper person per annum food poverty linefor urban areas of Z$1,511 and a per person per annum
total consumption poverty linefor urban areas of Z$2,555. Even when inflation istaken into account,
use of these poverty linesindicate that the baseline respondents are above the poverty line utilized in
the Poverty Assessment. Also, when the baseline data are compared with the poverty line devel oped
by Mundy (1995) and adjusted for inflation, the findings also suggests that the baseline respondents
are above the poverty line. However, two things should be noted in regard to per capitaincome and
poverty lines. First, the baseline survey focused on income data whereas poverty lines are based on
expenditure data; the latter are considered to be morereliable than theformer. Second, new poverty
lines are being devel oped based on the results of the Poverty Assessment.

5 ANOVA: p=.033.
%A comparison of the Trust Bank clients with other clients suggests that the former have significantly

lower average per capita monthly income. However, since only about 60% of Trust Bank clients responded to the
appropriate questions, the data are only suggestive.
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Besides income data, the AIM S baseline survey obtained a number of other indicators of household
wealth/poverty, such as the value of the basket of household assets, and ownership of key consumer
durables and houses. An analysis of these other indicators helps to build a portrait of wealth/poverty
among the respondents. However, since there are no studies covering urban areas for a comparable
time frame which use similar indicators, it is not possible to compare the study respondentsvisa vis
the larger population in the same or all urban centers.

D. Uses of Loan Funds and Income

L oans provide borrowers monies to complement funds from their normal sources. When invested in
an income-generating activity, the result may be an increase in sales revenue; however, loans carry
interest charges and other transaction costs that must be met. Loan funds may permit reallocation of
household income away from the enterprise for other income-generation activities or non-productive
purposes.

Patterns of food consumption reflect alocation of income for consumption, especially sincealmost all
of the food consumed by these respondents’ households is purchased.’” Income may be invested to
enhance the resource base of the household, through improvements in housing and purchase of
consumer durables. It may also be used to assist extended family members, non-resident nuclear
family members, friends and neighbors, and thus strengthen socia networks.

1. Use of loan funds

Client respondents reported using loan funds on their enterprises, usually to purchase stock, materials
or suppliesfor their enterprise. On average clients spent 80% of the recent loan funds on enterprise
raw materials, inventory or fixed assets. L essthan 10% of the respondents reported having purchased
an enterprise fixed asset with their most recent loan (A.1.17). The most common secondary use,
reported by approximately 15% of the clients, was saving some of the funds; thiswas usually done
to ensure their ability to make initia loan installment payments. Some of the other secondary uses
were unrelated to microenterprises, but amost aways involved a small amount of monies.

When asked what they would have done if they had not obtained aloan from Zambuko, 60% of the
new clients compared to 58% the repesat clients reported that they would have continued with their
normal pattern; this means that they would continue replenishing and adding stock and materials at
their normal levels. Approximately 17% specified that they would have used their savings, and 14%
said that they would have borrowed from another source to make these additional purchases. Others
reported that they would have delayed in making the expenditures, indicating that they would have
reverted to saving to enable them to make the same level of expenditure.

The responses suggest that for the majority of respondents the Zambuko loan funds provided them
the opportunity to make additional purchasesin order to generate a higher level of enterprise sales

Y The exploratory interviews revealed that the urban microentrepreneurs seldom obtained any sizable
quantities of food from rural extended household members or from land which the household had rights to, and an
insignificant number of households grow crops on public land. Small vegetable gardens around the house are

common, but they meet very little of the households' demand for vegetables.
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revenue, and that these expenditures would not have occurred without accessto the loans. For these
borrowers, the impacts expected to be identified in the follow-on to this baseline survey would not
have occurred without participation in the Zambuko program. In regard to those who stated that they
would have delayed in making the expenditures, it may be argued that access to Zambuko loans
reduced the timeit took the clients to achieve the positive changesthat are identified in the follow-on
survey.

2. Main uses of enterpriserevenue

Respondents ranked the top three uses of their enterprise revenue. In descending order, the most
common responses were food, the enterprise and household bills. Among those citing food as one of
the most important uses were 59% of each client group and 75% of the non-clients. Use within the
enterprise was reported by 70% of the repeat clients but only 59% of the new clients and 58% of the
non-clients. Payment of household bills was cited more often by non-clients (24%) and new clients
(21%) than repeat clients (12%). Three-fourths of each comparison group reported that their
enterprise revenue was essential for meeting household basic expenditures in the month prior to the
survey (A.1.20). Thefindings suggest that repeat clients are more likely to devote alarger proportion
of the revenue for their business activities.

3. Food consumption

Food is an important component of any household budget. Respondents were asked the number of
timesin the 7 days prior to the survey that certain basic food items (i.e. vegetables, meat, dried fish,
milk'® and eggs) were consumed in the household. Maize meal, the staple carbohydrate in the diet,
was not included since amost al black Zimbabwean households consume it on adaily basis. Over
95% of each respondent group reported that vegetables and meat or poultry were consumed the
previous week. Meat or poultry was reported to have been eaten four or more times by over half of
the respondentsin each comparison group. Slightly lessthan half reported eating dried fish during the
previous 7 days and this was usually consumed 1-3 days. While the frequency of meat or poultry
consumption appears relatively high, earlier studies have observed that as meat prices have risen
households have adjusted by purchasing smaller amounts and lower priced cuts of meat rather than
eliminating it from their diet (Brand et al., 1992; Bijlmakers et al., 1995).

Over two-thirds of each respondent group reported eggs being eaten at |east once during the previous
7 daysand adightly lower proportion in each group consumed milk at least once during this period.
The results indicate dietary diversity, with households normally consuming protein-rich food (meat,
poultry, dried fish, eggs) and vitamin-rich food (vegetables). However, the frequency of consumption
was limited: no more than 20% of the respondent households consumed at | east three of thefiveitems
four or more times aweek. This suggests either a limitation on the amount of money available or
allocated for food rather than dietary preference.

18 This excluded only using milk in tea or coffee.
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When the frequency of consumption among Trust Bank househol ds was compared with that of other
client households, statistically significant differences were apparent (A.1.28). Trust Bank households
consumed eggs, milk and meat or poultry less frequently than other client households. *°

4. Household investments and assistance to others

Purchase of Consumer Durables. Purchase of consumer durables indicates the availability of
discretionary funds for extraordinary purchases. Respondents were asked about the consumer
durables purchased by household membersin the 24 months prior to the survey. Households of 56%
of the new clients, 62% of the repesat clients and 49% of the non-clients acquired consumer durables
during the period. Appliances, such as cassette players and radios, and furniture were the most
commonly purchased items The average estimated value of the purchases varied between the
comparison groups:. Z$6,513 for repeat client households, Z$4,896 for new client households and
Z$4,574 for non-client households. While the new Trust Bank respondents reported on average
amost Z$2,000 |essin expenditure than other new clients, the repeat Trust Bank clientsreported more
in expenditure than the other repeat clients (table 16). The funds to buy these items normally came
from savings and earnings. A very small proportion were able to buy items on a rent-to-own
arrangement (A.1.19).

I nvestment in Housing Improvements. Since housing isanimportant resource, attention wasgiven
to respondent householdsthat either own or are purchasing their residence. Approximately one-third
of them had invested in housing improvements in the 12 months prior to the survey. Among the
clients, about equal proportions improved existing rooms, instaled utilities (including telephone
deposits) and either added a room to an existing house or constructed a separate rental unit. The
most common investment by non-client households was addition of aroom to the existing house or
aseparate rental unit, followed by work on existing rooms, and then utilities. Of those making housing
improvements, the average amount of money spent was highest among new clients (Z$11,138) and
lowest for repeat clients (Z$4,912), whose expenditures were closest to the non-client average
(Z%$6,788). Thus, whilerepesat clientswere morelikely than othersto make improvements, the amount
spent tended to be less. Almost all respondents reported that the funds for the improvements came
from savings or earnings of the household. In addition, 11% of the respondent households had
bought some building materials during the 12 months prior to the survey which had not yet been used.

Assistanceto Others. Assisting relatives and friendsis part of traditional culture in Zimbabwe, and
away to strengthen social tiesand meet obligations. Giftsin cash or in-kind for funeralsisan enduring
part of this culture of giving.

19 When comparing whether the following items were consumed within the household not at all, 1-3 days
or 4-7 days during the seven days prior to the interview, statistically significant differences were apparent with
Trust Bank households consuming the following items less frequently than other client households: meat/poultry
chi-square @.035, eggs chi-square @ .009 and milk chi-square @.049.
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Table 19. Respondent Households Providing Cash and  Assistancetonon-household members

In-Kind Assistance to Others Last Month was provided by a higher proportion
of repeat client households than

New | Repest | Non- households in the other comparison

Clients | Clients | clientS |  groups, and Trust Bank clients

Households Providing compared with other clients were
Assigtance to Others* 6% | 84% [ 70% sgnificantly less likely to provide
(percentage) assstance (A.1.37).>° The most
Of These, Percentage of common beneficiaries of assistance
Households Assisting: were family/extended family members
Family/Extended Family 97% 94% 93% (table 19). When assistance for
Friends/Others 6% % 9% funerals is considered as a specia
For Funerals 29% 41% 31% category, the average amount spent
Value of Money Spent on was higher for funerals than other
Family/Extended Family Z$355 | Z$411 | Z$303 ressons for assistance to either
Friends/Others Z$68 | Z$149 | z$83 family/extended family or
Funerals Z3488 | 7$488 | 73801 friends/others. Furthermore,

Source: Field Survey Data, 1996.
*A chi-square test at the .008 level indicates statistically significant -
differences between the comparison groups on this variable. Tests did households assisting non-household

not reveal statistically significant differences on the other data membersthe previous mo_nth (or 25%
presented in this table. of the total sample) provided cash or

in-kind assistance related to funerals.
This finding and the one below on coping with financial shocks, are linked to the high death rate
directly and indirectly attributable to AIDS and the high HIV infection rates.Approximately 25% of
the adult populationisHIV infected and 1998 officia figuresindicate that 100 people are dying from
AIDS every day in Zimbabwe.

approximately one-third of the

5. Coping with financial shocks

Financial crises are common among respondent households, especially the repeat client households.
Sixty percent of the respondentsreported at |east one household financial shock inthe 24 monthsprior
to the survey. Seriousillness and death of a household member were frequently cited as the most
financidly damaging shocks. The next most commonly reported financial crisis centered on meeting
financia obligations, such as school fees, debts and commitments to extended family members.
Households normally coped with their most financially damaging crisis by using savings or current
earnings, often supplemented by gifts or non-interest bearing loans (A.1.36). Reducing expenditures
is also astrategy employed in combination with others.  Selling of assets was only reported by two
new clients, which suggeststhat in genera the shocks have not been so severe that the households are
unable to meet them through existing income flows, savings and/or their assistance network. Seven
clients specifically stated that obtaining aloan from Zambuko was part of their coping strategy.

DA comparison of the percentage of Trust Bank and other clients that provided assistance in the last
three months showed a statistically significant difference at chi-square @.001 level.
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6. Savings

Respondents normally have savings accounts with formal financia institutions. Thetypical patternis
to have at least oneindividual savingsaccount, although somewill also have ajoint account with their
spouse. Most common are building society savings accounts and post office savings accounts. For
both types of accounts the most often mentioned intended use is household followed by business
(A.1.37).

Besides formal savings accounts, severa respondents save in informal ways. Approximately 42% of
al respondents belong to arotating savings and credit association, 13% belong to aburial society and
7% belong to a savings club.

7. Discussion

The data suggest that most of the households of clients aswell as non-clients have some discretionary
income above meeting basic, monthly househol d expenditureslargely asaresult of frugal management.
Information on use of loan funds reveal s that two-thirds of the clientswould not otherwise have made
such expenditures and/or spent that amount of money. For most respondentstheir enterprise revenue
isessential for meeting the household' s basic needs, in particular for food and recurrent bills.

The households tend to eat vegetables daily and meat or poultry four or more times aweek, but eggs
and milk are consumed less often, which is most likely due to cost rather than food preference.
Approximately half of therespondentsreported the purchase of aconsumer durable by their household
inthe 24 months prior to the survey. Households of new and repest clientswere more likely than non-
client households to have made such a purchase. Approximately one-third of the respondent
households who own or are purchasing their residence had invested in housing improvements in the
12 months prior to the survey. Although households of repeat clients were more likely than others
to have purchased consumer durables and improved their house, on average the amount spent was
highest among the new client households, and non-client households averaged higher amounts spent
on housing improvements than did the repeat client households. Thelatter ismost likely linked to the
tendency of non-client households to rent out rooms.

The data on cash and in-kind assistance to non-household members suggest that meeting financial
obligationsand responsibilitiesto othersis considered by many asabasi ¢ household expenditure. That
is, among the limited amount of income available some is alocated to assisting others, especialy in
times of death, rather than buying higher priced food itemsfor family consumption and accumul ating
fundsfor investmentsin consumer durables and housing improvements. Assistance to non-household
members may be considered as part of a household's economic strategy. But, it isimportant to note
that this assistanceisnot always given with the expectation that the receiver will return the favor when
the giver isin need, particularly since many of the family/extended family beneficiaries are much poorer
thanthe giver. Instead, thereisagenera hope that the giver will receive help from others (generaly
unspecified persons) when in need. Information about this may be gleaned from the forthcoming case
studies.

Thefindings on coping with financial shocksthe past 24 months suggest that most of the respondents
households are adept at managing their income. Most were able to cope by using their savings or
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earnings, often combined with other strategies. Social networks assisted a small proportion to meet
their financia crisis. Thereader should recall that the 24 months prior to the survey did not cover any
periods of drought, but the inflation rate was approximately 20% per annum.

Information from questions about assistance to others and on the reasons for financial shocks reveal
that illness and death are the reasons for most of the large expenditures. Although the causes of these
were not investigated, the findings suggest that the economic burden of HIV infections and AIDS.
HIV/AIDS impacts on the amount of funds households have to invest in their income-generating
activities and meet other household needs, the number of household income earners, and the ability
of clientsto repay loans. The latter was a motivating factor among Trust Bank groups in Greater
Harare establishing their own assistance fund, as described in chapter 11. B above. The case studies
and second round of the survey shall explore further the linkage betweenHIV/AIDS and the impacts
of Zambuko’ s program.

E. Respondents Microenterprise Activities

The following information focuses on the main microenterprise activity of clients and the matched
enterprise of non-client respondents. For approximately 80% of the respondents, thisis their only
enterprise, whereas almost 20% own a second enterprise and 3% own more than two enterprises. An
enterprise was classified as al income-generating activities operating at the same time and from the
samelocation. The sector classification was based on the items which generated the most revenue the
previous two months. Since the production and sales locations may differ, the location of the
enterprise was defined by its main activities: the main sales location for traders and restaurants; the
main production site for manufacturers, caterers and bakers, and agricultural producers; and the base
of operation for service providers.

1. Basic characteristics o

Table20. Sector Distribution of
Sector of Activities. Most of the respondentsare Respondents’ Main Enterprises
engaged in manufacturing and trade (table 20). (per centage)
Th_e _manufa_:turi ng acti\_/ities ce_nter_ primarily on N Repeat Nom-
knitting, sewing, crocheting or tailoring. Common Clients | Clients | dients
business activit_i&s in the trading sector are sell_ing Manufacturing 9 6 18
vegetables, fruits, and used clothes, and operating [T5e m 5 m

akiosk.?! Activities in the services sector range

¢ o ical . < . il Services 4 4 4
rom electrical repairs to shoe repairs, while EECE 3 7 3
poultry production is the most common activity in
. . : Food* 1 1 1
the agricultura sector. Since non-client
Total 100 100 100

respondents were matched with clients according
to sector of activity, their distribution is sSimilar to
that of the client respondents.??

Source: Field Survey Data, 1997.
* Thisrefersto restaurants and catering.

2L |n Zimbabwe kiosks are called tuck shops.

22 s noted in the methodol ogy section, when non-clients were interviewed but later their match was
unavailable, the former were retained in the sample.
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In comparison, the third nationwide survey of M SEsin manufacturing, commerce and services found
the following sectora distribution: 42% in manufacturing including 5% in food and beverage
processing, 45% in trade including .6% with restaurants, bars or hotels, and 4% in services. The
small proportion of AIMS survey respondentsin the food-related category is primarily attributable to
the urban base of the respondents, since regulations governing the food sector and beer brewing are
enforced in the urban areas and maize and flour millsare unnecessary. Incontrast, milling and brewing
account for 3.9% of the food and beverage processing enterprises enumerated in the nationwide
survey.

Location. The third nationwide survey of MSEs found that two-thirds of the manufacturing,
commercial and service enterprises were home-based. Likewise, the mgority of the AIMS
respondents’ microenterprises are home-based: 68% of the new clients, 72% of the repeat clientsand
62% of the non-clients enterprises. These enterprises are operated from inside or outside the house.
For example, knitting and sewing often take place inside the home, while kiosks and carpentry
workshops operate from semi-permanent or permanent structures on residential land. Vending tables
are located in front of the house adjacent to the street. When the geographic area is taken into
account, there is little difference between Greater Harare, Bulawayo and Mutare in the tendency to
have home-based enterprises. Due to the high proportion of home-based enterprises, most are
conducted in a permanent, standard building of brick or cement

Other enterprises are not home-based but located in trading centers or market facilitiesin residentia
areas. Only 4% of all respondents had businesses in the main city center. A relatively significant
proportion of new clients (17%) and non-clients (16%), compared with 3% of the repeat clients,
classified their main enterprise location as out of the city where they reside. This includes those
residing in Chitungwiza but working in Harare as well as those who primarily sell in rural aress.

Ageof Enterprise. Most of the respondents have been engaged in their microenterprise activity for
a number of years. The average age of the enterprise, however, differs significantly between
comparison groups: 6 years for new clients, 7 years for non-clients and almost 8 years for repeat
clients®

Operational Pattern. Respondents microenterprises are usually open for business 8 to 9 hours a
day, 6 to 7 days a week, 4 weeks a month and 11 to 12 months a year. Being open for business,
however, does not equate with being productively engaged in business activities all these hours and
days. For instance, women with home-based manufacturing enterprises conduct domestic taskswhen
they do not have customers and production occurs when the morning tasks are completed.

2. Transactional relationships

Suppliersand Customers. Two-thirds of the respondents purchase their main stock or materials
from commercial retailers or wholesalers, and this was most common among the manufacturers.
Purchasing in bulk was reported by approximately one-third of both client groups and aquarter of the
non-clients. Among these bulk purchasers, repeat clients (77%) and new clients (60%) were more

2 ANOVA: p=.011.
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likely to get alower price per unit than the non-clients (54%).%* Being ableto obtain lower unit prices
when buying in bulk islinked to knowing the best places to buy and the purchase volume. Members
of loan groups, especialy the Trust Bank clients who meet bi-weekly, often exchange information
about the best places to buy. Only 5% of the respondents reported that they can acquire items on
credit.

A number of respondents buy and sell outside the city where they reside. 1n the six months prior to
the survey, 26% of the new clients, 24% of the repeat clients and 16% of the non-clients had traveled
personally or sent someone outside of their city to purchase items > The most common place is
“other townsin Zimbabwe’, followed by South Africaand then rural Zimbabwe (A.11.10). A higher
proportion of respondents in each group had traveled outside of their urban center in the last six
months to sell products: 56% of the new clients, 54% of the repeat clients and 40% of the non-
clients®® The usua pattern isto go amost every month to rural areasin Zimbabwe (A.11.12 and 13).
For instance, awoman will travel around payday to sell the items she knitted and crocheted during
the previous weeks to teachers at arural school complex. Selling outside the city where they reside
IS more common among manufacturers (60%) than traders (41%). This reflects the manufacturing
category including individuals engaged in knitting, sewing and crocheting.

About half of the clientsand non-clients who sell outside the city where they reside are engaged in
barter trade (A.11.14). For example, awoman sells a sweater in exchange for maize plus alittle cash;
after accumulating anumber of bags of maize, she setsaside somefor her domestic use and transports
the rest to amajor maize buyer. Barter traders report higher profit margins (excluding the vaue of
labor) on bartered trade than selling the same item for cash.?” However, bartering is usualy an
optional rather than an exclusive mode of transaction for these microentrepreneurs.

Customers and Credit. Like other microentrepreneurs in Zimbabwe, the customer base of
respondentsisamost exclusively individualswho are thefinal consumers (A.11.15). These customers
often request credit. While approximately 80% of the respondents report extending credit, almost
two-thirds of them extend credit on a selective basis and about half of them require a deposit, but less
than 12% report charging interest or a higher price. Since most microentrepreneurs compete with
others selling the same or smilar items, they feel compelled to provide credit, especially to those
whom they know, in order to maintain their customer base. Extension of credit is most common
among manufacturers and those engaged in the agricultural sector activities, although 70% of the
traders also extend credit (A.11.17).

3. Business training and management

24 Chi-square @.032.
25 .

Chi-square @.010.
26 .

Chi-square @.005.

2" Exploratory interviews June 1997.
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Since Zambuko provides some training in business management, information was sought about
businesstraining in the past five years. Ninety percent of the clients reported having received training
from Zambuko and an additional 5% were trained by another organization. In comparison, less than
5% of the non-clients received any business training.

Most respondents cited “ business management” as one of the most important thing learned. Record
keeping, appropriate use of business funds, cash management and basic business principles were also
mentioned. Almost all of those who received business training reported that they did something
differently asaresult of thetraining. Trust Bank clients, who receive more forma training in business
management than the other clients, were lesslikely than the other client respondentsto report having
done something differently asaresult of thetraining (A.11.20). Among all the client respondents, the
most frequently cited change is record keeping, followed by financia management, calculation of
profit, saving, and better product marketing.

An indicator of business management is keeping of revenue and expenditure records. A significantly
greater proportion of clientsthan non-clientsreport keeping sometype of records. 80% of the repeat
clients, 68% of the new clients and 60% of the non-clients. Sales records are more common than
expenditure records (A.11.23 and 24). The former normally consists of arecord of money owed plus
partia records of sales receipts, and the next most common practice isarecord only of money owed.
Clients were more likely than non-clients to keep some sort of sales records.”®

Expenditure records usually consist of keeping a partial record of receipts, and this tends to be more
common among clients than non-clients. A relatively large proportion of respondents keep no
expenditure records. 35% of the new clients, 27% of the repeat clients and 41% of the non-clients.
Lessthan 5% of the respondents mentioned keeping acomplete record of revenue and expenditures,
and this was reported primarily by clients.

Business training can lead to important changes which in turn affect the overall returns to the
microenterprise, and hence have a material impact. However, except for Trust Bank participants, it
isdifficult to determine the nature and extent of training aclient hasreceived. Trust Bank clients can
be compared with other clients to attempt to determine if the training has had an impact; however,
the analysis would need to control for a number of differences between the two groups.

% Chi-square test @ .048.

48



4, Employment, fixed assets and sales

Enterprise Employment. Respondents
were asked about persons who assisted
with their enterprise the month prior to the
survey. Since most enterprises are home-
based and a household member might
occasiondly help, assistance was defined
as more than an average of one hour aday
during themonth. A greater proportion of
repeat clients than new clients or non-
clients had someone helping them with
their enterprise (table 21). Among those
with workers, the average number of
employees varied little between the
respondent groups: 1.6 for the new and
repeat client samples and 1.5 for non-
clients. Pad employees were more
commonly found among client than non-
client enterprises. The average number of
paid employees was significantly higher
among repeat clients than the other
comparison groups. Of those with paid
employees, most had only one. When
respondents with and without assistants
are considered, the average number of
employeesisless than one.

The employment pattern among the respondents differs from that found among the manufacturing,
commercia and service MSEs in the third nationwide survey. In the latter, 42% had 2 or more
workers (including the proprietor) and on average they had 1.91 workers. The larger number of
employees among the nationwide survey respondents is probably attributable to the study covering

enterprises with up to 50 employees.

Table21. Employment Last Month in
Respondents’ Enterprises

New Repeat Non-
Clients | Clients clients

Enterprises with 32% 52% 35%
Employees
Of These,
Percentage with Paid 51% 62% 33%
Employees
Average Number of .83 11 A7
Paid Employees*
Average Number of 16 16 15
People Assisting
Average Number of .53 a7 .52
People Assisting**

Source: Field Survey Data, 1997.
* ANOVA: p=.000.

** ANOVA: p=.008. Thisis based on respondents with and

without employees.
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Enterprise Fixed Assets. Respondents were Figure 3. Estimated Current Value
asked to list the enterprise fixed assets which of Enterprise Fixed Assets (Z$)*

they own - equipment, machines, furnishings,
premise, and tools - and then to estimate the
current financial value of each item or group
of tools. The results (figure 3) reveal a g oo

7,742

8,000

statistically significant difference between the
fourths of the clients and 57% of the non- ;4o .
months prior to the survey. Almost 20% of
enterprise fixed assets with Zambuko loan

comparison groups, with the average 3761
estimated value for repest clients being more  4:000

than three times that of non-clients. Three- 2.255
clients reported buying one or more fixed

assets for their main enterprise in the 24

the repeat clients and 10% of the new clients Repeat Clients New Clients Non-clients
reported having acquired one or more of their

funds. Commonly purchased were knitti ng * Level of Statistical Significance ANOVA: p=.001.

and sewing machines.

Enterprise Revenue. Since microentrepreneurs seldom keep a complete record of their sales and
expenditures, as documented in the information above on business records, it is difficult for them to
estimatetheir grossor net enterpriseincome. Therefore, respondentswere asked about the salesprice
of the three products which contributed the most to their salesrevenues the month prior to the survey.
For each, they were asked about the number of units sold. From this data, the average gross sales
revenue of the top three products was calculated to indicate the pattern of salesrevenue. Theresults
differed significantly between the comparative groups: it was highest for the repeat clients (2$6,068),
and lowest for the non-clients (2$3,416), with the new client average (Z$4,471) being close to that
of non-clients.®

After having considered the top three products, respondents were asked to estimate their enterprise
net revenue in the previous month and enumerators usually assisted them to calculate an estimate
based on the prior information. The average for each of the comparison groups differed significantly:
the repeat clients had the highest (2$3,698) and the non-clients the lowest (2$2,054), with the new
clients (Z2$2,165) in between.*® Within the client group, the average net enterprise revenue was lower
among the new and repeat Trust Bank clients than their cohort groups (A.11.30). Thedifference was
greatest among the repeat borrowers:. the average for the repeat Trust Bank clients was 50% lessthan
for the other repeat clients.

Ananalysis of the distribution of respondents across different net revenue categories reveal sthat new
clients and non-clients were more similar than new and repeat clients. Forty-four percent of the new
clients, 46% of the non-clients and 28% of the repest clients estimated their net revenue the previous

2 ANOVA: p=.012.

%0 ANOVA: p=.00L.

50



month to beunder Z$1,000. At the other extreme, 25% of the new clients, 19% of the non-clientsand
36% of the repeat clients claimed to have a net revenue exceeding Z$3,000 the month prior to the
survey.

5. Discussion

The basaline results reveal anumber of differences between the comparison groups on factors related
to their enterprises. The repeat borrowers differ significantly from the new clients and non-client
respondents by a) being more likely to obtain lower per unit prices when buying in bulk, b) having on
average a higher valued enterprise fixed asset base, c) receiving on average more sales revenue for
their top three products, and d) having on average a higher estimated monthly net sales revenue.
Also, repeat clients were more likely than others to engage workers and to have more paid workers,
although the average number of workers employed is about the same for the comparison groups.
Hence, the data suggest that those who continue to participate in Zambuko’'s program, with the
possible exception of Trust Bank clients, appear to have more active and profitable businesses than
the new and non-client respondents.

Thedatahighlight that client and non-client microentrepreneurslack accessto supplier credit, but that
they extend credit to their customers. The latter stems from competition among sellers:
microentrepreneurs feel compelled to extend credit to those whom they know in order to keep them
as customers.

One impact of Zambuko which is suggested at this stage in the longitudinal assessment relates to
training in business management. Nearly all of the clients compared with 5% of the non-clients
reported having received business training in the past five years, and most of the clients mentioned
doing something differently asaresult of thetraining. At the sametime, since the Trust Bank clients
are lesslikely to change their practices even though they receive more hours of training, the findings
suggest that other factors may pre-condition the response. This issue should be explored further in
focusgroup sessionswith Trust Bank respondentsand through regression analysisto compare changes
in key impact variables between clients with less intensive training and Trust Bank clients.

The findings about business management training highlight that clients do not seem linked to other
programs that provide such training. Only five percent of the clients reported receiving training from
an organization other than Zambuko.

F. Empower ment of Women

The assessment includes hypotheses about the impact of participation in a Zambuko program on

specific elements of women’ sempowerment. In particular it focuses on the pattern of savings, control
over decision-making, self-esteem, self-confidence, and ability to face the future.
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1. Pattern of savings

In Harare, Chitungwiza, Taple22. Percentage of Female Respondentswith

Bulawayo and Mutare arange of Specific Types of Savings Accounts
institutions  provide savings (per centage)
facilities and these are located Level of
throughout the large and small New | Repeat | Non- statistical
shopping centers in the high

. AtL .
density suburbs.  These are east One 9 88 75 Chi-sg.@.001

. . Type of Account
accessible to those with small T
amounts to deposit. -east Une .
Approximately  80% of the Individual 86 83 70 Chi-sg.@.001
Account

respondents have at least one — _ -
individual account, while Building Society 48 59 28 Chi-sg.@.001
approximately 15% only have a Post Office 44 31 47 Chi-sq.@.017
joint savings account (table 22). Bank 20 16 10 Chi-sq.@.017

Among the Trust Bank clients,  gyyrce Field Survey Data, 1997,
87% of the new clients and all of

the repeat clients had at least one

type of account.

Respondents' accounts are usually with building societies or the post office. Savings accounts with
commercial banks are held by less than 20% of the respondents® The data reveal significant
differences between the comparison groups: the clients are more likely than non-clients to have an
account and to have an account with a building society. Non-clients and new clients are much more
likely than repest clients to have a post office savings account, which gives the lowest returns but is
easiest for micro-scale depositors.

Although most respondents have accounts, saving on aregular basisisnot the normal pattern. Making
deposits regularly on a monthly or weekly basis is reported by only 22% of the new clients, 24% of
the repeat clients and 18% of the non-clients. Trust Bank clients were more likely than other clients
to make deposits on a monthly or weekly basis; this relates to the emphasis the Trust Bank groups
giveto saving. Almost three-quarters of the respondents in each comparison group reported making
deposits since January 1997 but not on aregular basis. Lessthan 5% of the respondents reported not
making any deposits during this period.

2. Control over decison-making
Information was sought from femal e clients on the decision-making related to applying for their most

recent loan. The datawere analyzed by marital status since it was anticipated that unmarried women
(i.e. those who were single, separated, divorced or widowed) would be more likely to have made the

3L A bank current account, which is more difficult to obtain, is held by less than 3% of each respondent
group; thistype of account usually provides overdraft privileges.
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decision themselves. Indeed, 86% of the unmarried clients decided for themselves, with the repeat
clients being dlightly more likely than the new clients. The other unmarried clients usually consulted
with a household member before deciding. In comparison, approximately half of the married female
clientsmade the decision themselves, while onethird consulted with their spouse or another household
member before deciding. The other married clients decided jointly with their spouse or were
influenced by others, such as members of the loan- receiving group.

Female clients were also asked about decision-making associated with the use of their recent loan.
Among married clients, 69% of thewomen decided themselves, whereas the otherstended to consult
with their spouse or another member of their household. Almost al (96%) of the unmarried women
reported deciding for themselves, and afew new clients mentioned the influence of their loan group.
While all of the unmarried clients reported that they alone provided the funds for loan repayments,
17% of the married respondents said that they sometimes received assistance from their spouse or
another household member.

All femal e respondents were asked about decision-making regarding the use of their enterprise sales
revenue the previous month. Among the married women, 54% of the new clients, 61% of the repeat
clients and 56% of the non-clients reported deciding for themselves and amost all of the others
consulted with their spouse about the use of the revenue. In contrast, over 90% of the unmarried
respondents decided themselves

3. Self-esteem and self-confidence

Nearly all of the female respondents report that they feel that people in their household respect them
for the contribution they make to maintenance of the household. In addition, approximately 70% of
the respondents feel well-positioned to face the future, and many had plans for preparing for the
future. Between 45 and 56% of the respondentsin each comparison group reported having plans, and
there were only dight differences according to whether or not the respondent was married. The plans
varied from vague ideas to very specific actions. The plans centered on three themes: housing,
children’s financial security and education, and business growth and diversification. The women
reported trying to save to purchase a house and to provide financial security for their children, often
specifically mentioning saving funds to educate their children. Plans for their businesses sometimes
involved very specific goals, women frequently mentioned obtaining astand in amarket or abusiness
plot.

4. Discussion

Savings provide a valuable cushion for meeting financia crisis in addition to meeting longer term
goals. Savingsaccountswith formal institutions are common among the respondents, although more
so with clients than non-clients. Clients more than non-clients were likely to have an account with an
institution that pays commercialy determined market rates. Post office savings accounts which pay
lower interest rates than these other institutions were the most frequent type of account held by non-
clients. The data suggest that clients are more astute in getting the most returns on the money saved
with formal ingtitutions.
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Making deposits on aregular basis, however, is not the common pattern. Almost three-quarters of
the new and repeat clients reported making deposits on an irregular basis. No clear pattern was
evident in terms of whether the amount in savings had increased, decreased or remained the same
among respondents.

Information about decision-making indicates that the women decide for themselves or consult with
their spouse or another household member. Consultation is more common among married than
unmarried women. Consultation may be considered a prudent financial management strategy rather
than a submissive action since most of these households depend on the respondents enterprise
revenues to meet basic household expenditures. Moreover, acquiring aloan hasrisks associated with
the ability to meet the repayment schedule. Even though aloan is guaranteed by group members or
individual guarantors, it carries implicit expectations regarding other household members since they
may be pressured to provide moniesto repay it or ahousehold item might be taken to repay the debt.
The case studies which are part of the assessment should explore further the consultation processto
determine its dynamics.



V.

A.

1.

SUMMARY AND CONCLUSIONS
Summary of Findings

Household resour ces

The human resource base of a households indicates its potential for generating an income and the
demands made upon it to meet basic needs. The household’s physical asset base indicates its stock
of wedlth and standard of living. Similarities as well as differences were found in the human and
physical asset base between the three comparison groups.

#

Respondents' average age and average number of years of education differ significantly
between the comparison groups. In genera, new clients are 37 years old with nearly 8 years
of schooling, repeat clients are 41 with dlightly over 8 years of education, and non-clients are
37 with approximately 7 years of education.

Themarital status of respondentsissimilar. Most are married, but approximately one quarter
of the respondents are unmarried, that is divorced, separated, widowed, or never married.

The households of repeat clients differ significantly from households in the other comparison
groups in terms of size and number of economically active members. The average household
sizeis 6.0 for repeat clients compared with 5.6 for new clients and 5.1 for non-clients. The
average number of household members who are economically active is larger for repeat
clients (2.3) than non-clients (2.0) and new clients (1.9), reflecting the larger number of
household members in repeat client households. However, the economic dependency ratio
does not differ significantly between the comparison groups.

The proportion of school-age boys and girls attending school varies little between the
comparison groups: 90% or more of the households had boys aged 6-16 enrolled in school,
compared with 89% or more of the households with girls in this age category. However, a
lower proportion of respondent households, especially the repeat client households, have al
girls and boys aged 6-21 attending school.

Over half of the respondents households either own or are purchasing their residence. This
form of housing tenure is most commonly found among households of repeat clients (64%)
than those of non-clients (53%) and new clients (53%). Renting aroom in ahouse or separate
rental unit is the next most common form of housing tenure, and approximately one-third of
the new client and non-client househol ds reside under thisform of tenure. Among Trust Bank
respondents the new clients were more likely than the repeat clientsto live in rental rooms or
rental units. Nevertheless, 60% of the Trust Bank households either own or are purchasing
their residence.

Owner ship of consumer durablesindicatestheliving standard of households. Lessthan 50%
of the households in each respondent group owned refrigerators, television sets, el ectric fans,
bicycles or vehicles that were acquired more than 24 months prior to the survey. However,
when owned they were significantly morelikely to befound in the households of repeat clients.
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2.

In genera repeat client households have a significantly higher valued asset base of consumer
durables and enterprise fixed assets than do those in the other comparison groups. A large
proportion of new client and non-client households have assets valued at |ess than Z$5,000:
45% and 50% respectively. In genera, the asset base among the new Trust Bank respondents
was lower than among the non-client and other new client respondents.

Household income-gener ating activities and level of income

Households have a variety of ways to earn an income. The comparison groups tend to vary in the
number of income sources and estimated average per capita monthly income.

#

3.

Thehouseholds of repeat clientshave asignificantly larger average number of income sources
(2.5) than do the households of new clients (2.2) and non-clients (2.1).

For most respondents’ households, microenterprises tend to be the most important source of
income. Approximately two-thirds or more of the reported estimated total monthly income of
respondents households is generated by its enterprises.

Nearly one-third of the new client households obtain money from salaried or wage
employment, compared with 28% of the repeat client and 23% of the non-client households.
Approximately 53% of the non-client households and asimilar proportion (44%) of the repeat
client and non-client households receive income from rental of rooms or houses.

The average per capita estimated monthly income is highest among repeat client households
(Z%$1,261) and lowest among new client households (Z$797), with the average for non-client
households (Z$867) being similar to the latter.

Ananalysisof thedistribution of respondents by estimated monthly household income shows
that the new client and non-client households tend to be in the lower income categories. A
higher proportion of the repeat client households (52%) than the households of new clients
(31%) and non-clients (18%) had an estimated cash income of over Z$4,000 the month prior
to the survey.

Uses of loan funds and income

Loan funds and income are expended to maintain and enhance the households income generating
activities and resource base, to acquire items for domestic consumption, assist non-household
members, and cope with unforeseen financial crises.

#

Clients overwhelming reported that they used the Zambuko loan funds on their enterprise.
The most commonly reported expenditures were on stock, materials, supplies and, to alesser
extent, fixed assetsfor their enterprise. Most of the clients reported that they would not have
made these additional expenditures without access to Zambuko |oans.
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4.

The household food consumption patterns were similar among the respondent groups.
Households tend to eat vegetables daily and meat/poultry/fish at least four times aweek, but
consume milk, eggsand dried fishlessfrequently. Thehouseholdsof Trust Bank respondents,
however, tended to consume eggs, milk and meat/poultry/fish less frequently than the other
client households.

Acquisition of consumer durables by the household in the 24 months prior to the survey was
reported by 59% of the repeat clients, 56% of the new clients and 48% of the non-clients.
Appliances (e.g. televisions and radios) and furniture (e.g. chairs and wardrobes) were the
most commonly cited typesof purchases. Among those acquiring items, the average estimated
val ue of the consumer durabl es purchased washighest for repeat client househol ds (2$6,513),
and there was little difference between the averages for the new client and non-client
respondents.

Approximately one-third of the households that either own or are purchasing their residence
invested in housing improvements in the 12 months prior to the survey. A dlightly higher
proportion of the households of repeat clients compared with those of the other respondent
groups reported such investments. However, the average amount spent was highest for new
client households (Z$11,138) and lowest for repeat client households (2$4,912).

The repeat client households were significantly more likely than other respondent househol ds
to provide cash and in-kind assistance to others in the month prior to the survey. This
assistance was usualy provided to family or extended family members living outside the
household for purposes other than funerals. However, approximately one-third of those
providing assistance in the previous month spent money on funeral related expenses and the
average value of the amount spent was higher than that given for other reasons.

Financia crises were common among respondent households in the 24 months prior to the
survey. Almost al households coped by using savings and current earnings. 1liness and death
of household or extended family members were most often cited as the main crises.

Respondents normally have an individua savings account with aformal ingtitution. The most
common type of informal savings mechanism is membership in arotating savings and credit
association.

Respondents microenter prise activities

A microenterprise was classified as all income-generating activities operating in the same space and
time. Approximately 80% of the respondents had only one enterprise. The data below, referring to
the enterprise used for matching non-clients with clients, reveal that the asset base and revenue
generated tend to be higher among the repeat clients than the other comparison groups.

#

Over 90% of the respondents in each comparison group are engaged in manufacturing or
trade and most have home-based enterprises. The average age of the enterprise differs
significantly between the comparison groups: 6 years for new clients, 7 years for non-clients
and amost 8 years for repeat clients.
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5.

Less than one-third of the respondents purchase their main supplies in bulk, but bulk
purchases do not necessarily result in lower per unit prices. Clientswere morelikely than non-
clients to obtain lower per unit prices.

Approximately 55% of the new and repeat clients sell items outside the city wherethey reside.
Approximately half of the clients and non-clients who sell outside the city where they reside
engage in barter trade, especialy for maize.

The customer base is almost exclusively individuals, and respondents usually extend
credit, but on a selective basis.

Nearly dl of the clients reported having received business training from Zambuko and most
of them reported that they did something differently asaresult of thetraining. In comparison,
less than 5% of the non-clients had received business training in the past 5 years.

Employees were more often found among repeat clients' enterprises (52%) than enterprises
of new clients (32%) and non-clients (35%). Most of the microentrepreneurswith employees
had one or two people assisting them. Paid employees were found more often in client than
non-client enterprises.

Thevalue of enter prisefixed assetsdiffered significantly between the comparison groups, with
theaverage vauefor repeat clients (Z2$7,742) being morethan threetimesthat for non-clients.
Approximately 60% of the respondents in each group reported buying a fixed asset for their
enterprise in the 24 months prior to the survey. Among those acquiring an asset, 20% of the
repeat clients and 10% of the new clients reported having made their purchase with Zambuko
loan funds.

The gross revenue earned on the top three items the month prior to the survey was highest for
repeat clients (2$6,068) and lowest for the non-clients (Z2$3,416), with the new client average
(Z$4,471) being closer to that of the non-clients.

Estimates of the average net enterprise revenue the month prior to the survey differed
significantly, with repeat clients having the highest average (2$3,698) and non-clients the
lowest (2$2,054), with the average for the new clients (Z2$2,165) being closer to that of the
non-clients. Forty-two percent of the new clients, 46% of the non-clients and 28% of the
repeat clients estimated their net revenue to be under Z$1,000 the previous month. At the
other extreme, 25% of the new clients, 19% of the non-clients and 36% of the repeat clients
estimated their net revenue to be Z$3,000 or more.

Empower ment of women

Participation in Zambuko's programs involves decisions about borrowing funds and using them.
Decisions are also made about use of enterprise revenues. Involvement in aZambuko program may
contribute to increased self-esteem and self-confidence.
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Decision-making about applying for the recent Zambuko loan varied among clients. About
half of the married female clients made the decision themselves, one third consulted with their
spouse or another household member, and the remainder decided jointly with their spouse or
were influenced by individuals outside of their household. In contrast, nearly al of the
unmarried clients decided for themselves.

In comparison to above, a higher proportion of the clients were the sole decision-makers
regarding use of the recent Zambuko loan. Approximately two-thirds of the married clients
and nearly al of the unmarried clients made the decision and did not consult others about it.

Decision-making regarding use of enterprise revenue tends to rest with the femae
microentrepreneur. Among the married respondents between 54 and 61% of the respondents
in each comparison group decided for themselves, and almost all of the others consulted with
their spouse about use of the revenue.  Nearly all of the unmarried respondents reported
being the sole decision-maker.

Almost al of the women have at least one savings accounts with formal institutions and 70%
or more in each respondent group have at least oneindividual account. A significantly higher
proportion of clients than non-clients had an individual savings account, a building society
account or a savings account with a bank. Nevertheless, less than one-quarter of each
respondent group reported saving on a weekly or monthly basis.

Almogt all of the female respondents reported that they feel that people in their household
respect them for the contribution they make and approximately three-fourths feel well-
positioned to face the future. Approximately half of both the married and unmarried reported
having plans for preparing for the future. These plans ranged from vague ideas to specific
items and centered on three themes: buying a house or land on which to build a house,
children’ s financial security and education, and business growth and diversification.
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B. Conclusions and Implications
Zambuko clients are microentrepreneur s from low-resour ces, low-income households

The data show that a significant proportion of clients, especially new clients, are from low-resource,
low-income households. One-third of the new clients are lodgers, and most client households do not
own arefrigerator, colored television, electric fan or ameans of transport. Forty-two percent of the
new clients had an estimated monthly household income under Z$2,000 and their per capita monthly
income averaged Z$789.

The Trust Bank reacheswomen who arepoorer than thosewho acquire Zambuko’sother loan
products.

Although the basic demographic characteristics of Trust Bank clientsand their households are similar
to other clients, the households of Trust Bank respondents have a lower resource base. Hence, the
data confirm that the Trust Bank does reach its target population.

L oan funds per mit the majority of clientsto make purchases which they otherwise would not
have made.

The loan funds permit most clients to make purchases in addition to those they normally make.
Approximately 60% of the client respondents reported that without the loan funds they would have
continued replenishing and adding stock and materialsat their normal levels, compared with 17% who
said they would have used their savings and 14% who reported that they would have borrowed funds
from another source. Access to loans from Zambuko permit many to diversify their products or
enlargetheir normal stock of supplies. Thisimpliesthat theimpactsidentified in the follow-up survey
would not have occurred or would not have been realized so quickly without access to credit from
Zambuko.

Provision of business training by Zambuko resultsin changes by clients.

Almost dl clients reported having received business training from Zambuko and approximately two-
thirds of the client respondents could cite specific things learned. These tended to be very basic,
regarding credit, how to calculate profits, and business management. Moreover, most of the clients
reported a change in behavior as aresult of the training received, and hence an impact of Zambuko's
program. The findings suggest that most microentrepreneurs have a low level of knowledge about
basi ¢ business principles and management, and are receptive to learning more. There may be scopefor
greater provision of training to Zambuko clients and other microentrepreneurs. Zambuko may want
to investigate instituting a training program on a cost-recovery basis or linking clients with
organizations which provide more training in business management.

Microentrepreneursin the study sites did not lack accessto saving facilities.
Almost all respondents have a savings account with aformal institution. Therefore, initsdeliberations

about becoming abank, Zambuko will need to take into account that microentrepreneursalready have
savings accounts and hence it would need to compete with other institutions for savings deposits.
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Repeat clientstend to be significantly different from new clients and non-clientsin a number
of ways.

This finding suggests that microentrepreneurs who continue to apply for loans from Zambuko are
better off economically than the new clientsand non-clients. Most likely theinitial loans proved useful
in stimulating a net increase in enterprise income and hence these individuals have remained with the
program to expand further and enhance their income-earning potential.

Zambuko may wish to investigate the feasibility of providing loan products for housing
improvements or purchase of low-cost housing.

Over half of the households in each respondent group own or are purchasing their residence. This
suggests that there may be scope for Zambuko to offer loans for housing improvements, especially
those related to rental property. Also, there may be scope for Zambuko to provide loan products
related to purchase of low-income housing since approximately one-third of the respondent
microentrepreneurs are renters.

C. Emerging I ssues

Thefindingsfrom the baseline study raiseissuesrelated to thedesign of theinstrument for the second
round of survey data collection, the analysis of data, and the likely impacts that will be found. The
two-stage impact assessment isbased on the overarching hypothesi sthat being aZambuko client leads
to improvementsin the welfare of client households; growth, diversification or stability intheclient’s
enterprises; increased empowerment of female clients; and/or strengthened socia networks of client
households.

The basdline findings suggest the following related to specific hypotheses on improvements in the
welfare of client households.

Greater diversification in sources of income, especially among the poorer households.
The data indicate that the poorer the household, the fewer the sources of income, when
controlling for the number of working-age members. Hence, this hypothesisis unlikely to be
confirmed.

Increasein the proportion of school aged boysand girlsin school. Thefirst round of data
collection reveals that amost al households with boys and/or girls aged 6 to 16 have all of
these children enrolled in school and there islittle difference between clients and non-clients.
Hence, it isunlikely that this hypothesis will be confirmed for the age group 6 to 16. On the
other hand, if the economic situation worsens one might find that clients are better able than
non-clients to keep children aged 6 to 16 in school.

The proportion of households with members aged 17 to 21 that send all their female and all
thelr male members in this age group to school (including training courses) does not appear
to increase as aresult of participation in the Zambuko program. The reasons for this need to
be explored in the case study interviews or focus groups.
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Increase in dietary mix and frequency of consumption of key foods by the household.
The baseline data revea that households consume a good dietary mix of foods each week.
However, milk and eggs tend to be consumed less frequently than vegetables and meat. Itis
likely that an increase in the frequency of milk consumption and maybe eggs will result from
a net increase in enterprise or household income. Because most households do not own
refrigerators and eggs are not as commonly sold at local kiosks and stands, a caveat is put on
eggs since they are perishable. In comparison, long-lasting milk which is not dependent on
refrigeration is available.

Increase in the household’ s effectiveness in coping with financial shocks. The basdline
datareveal that households are aready effective in coping with shocks. The issue appearsto
be: will thiseffectiveness continue? This question seemsto belegitimate given the persistently
high annua rate of inflation, and the high rate of HIV/AIDSwhich leadsto hedlth- related and
funeral expenses for household members and assistance for funerals of non-household
members. The hypothesis might be restated to be: maintaining the household' s effectiveness
in coping with financial shocks.

The enterprise hypotheses center on the overarching hypothesis that participation in the Zambuko
program leads to enterprise growth, diversification or stability, although the specific hypothesis are
stated intermsof increases. Economic difficultiesmay affect the ability of enterprisesto increasetheir
net revenue, fixed assets, employment, and transactional relationships. However, Zambuko clients
may be better able than other microentrepreneurs to weather adverse conditions in the context in
whichthey operate. The case study interviewsfocuson changesexternal and interna to the household
and enterprise which affect enterprise growth and diversification. This data will help in the
interpretation of the findings about change or lack of change in the variables associated with the
enterprise hypotheses.

For the hypotheses focused on empowerment of women and strengthened social networks no changes
or revisions appear to be needed. However, some clarifications and adjustments need to be made on
guestionsrelated to these hypotheses as well asthe ones on household welfare and on the enterprises.
Questions that did not yield useful or reliable information, and hence not covered in the baseline
report, should be eliminated from round two of the survey. Most of these questions were centered
on obtaining more in-depth information related to specific hypothesis, therefore, elimination of these
does not undermine the impact assessment.

The analysis of the data will need to include statistical controls to take into account the effects of
factors other than program participation. Multivariate analysis will facilitate a more precise
identification of program impact. Also, aframework will need to be developed for categorization of
the respondents and analysis of the data since the new clients may have become repest clients and
non-clients may have become clients.
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l. RESPONDENTSAND THEIR HOUSEHOLDS

Table1l: Locational Distribution of Respondents
NEW REPEAT NON- TOTAL PERCENTAGE OF
CLIENTS | CLIENTS | CLIENTS ENTIRE SAMPLE

Greater Harare* | 78 (29%)| 68 (26%)| 120  (45%)| 266 (100%) 38%
(Téffmiaﬁkarare) 60 (42%)| 22 (15%)| 62 (43%)| 144 (100%) 21%
Mutare 44 (31%)| 40 (29%)| 56  (40%)| 140 (100%) 20%
Bulawayo 62 (44%)| 19 (13%)| 60 (43%)| 141 (100%) 21%
TOTAL 244 (35%)| 149 (22%)| 298  (43%)| 691 (100%) 100%

Source: Field Survey Data

* Excluding Trust Bank clients and their matching non-clients.

Table2:  Distribution of I nterviews by Sex of Respondent

clients | Clients | clienrs | TOTAL

Femae 213 (87%)| 112 (75%)| 244  (82%)| 569  (82%)
Male 31 (13%)| 37 (25%)| 54 (18%)| 122  (18%)
TOTAL 244 (100%)| 149 (100%)| 298 (100%)| 691  (100%)

Source: Field Survey Data




Table3: Marital Status of Respondents
clients | Clients | clienrs | TOTAL
Married Non-polygamous 179 (74%)| 106  (72%)| 211  (72%)| 496  (72%)
Married Polygamous 2 (1%) 0 (0%) 0 (0%) 2 )
Separated 7 Bw)| 5 Gw| 11 (4%)| 23 (3%)
Divorced 15 6%)| 9 (6%)| 20 (7%)| 44 (6%)
Widowed 30 (13%)| 22 (15%)| 37 (13%)| 89  (13%)
Single 9 (4%)| 6 (4%)| 16 (5%)| 31 (5%)
TOTAL 242 (100%)| 148 (100%)| 295 (100%)| 685  (100%)
Source: Field Survey Data
Frequency missing = 6
Table4: Marital Status and Household Economic Dependency Rate
NEW CLIENTS REPEAT CLIENTS NON-CLIENTS
Married 40 41 43
Not Married .39 A7 A7

Source: Field Survey Data
ANOVA: p.077




Table5:

Trust Bank and Other Clients: Key Client and Household Char acteristics

TRUST BANK OTHER CLIENTS
NEW REPEAT NEW REPEAT
CLIENTS CLIENTS CLIENTS CLIENTS
Average Age 37 41 37 41
Economic Dependency Ratio .38 37 40 43
Household Size
Married 5.7 6.8 5.8 6.4
Unmarried 50 4.8 51 4.6
Housing Tenure
Own 20 (34%) 7 (32%) 56 (30%) 44 (35%)
Rent to Buy 16 (27%) 6 (27%) 37  (20%) 37 (30%)
Rent House 2 (3%) 1 (5%) 26 (14%) 20 (16%)
House 13 (22%) 1 (5%) 43 (23%) 16 (13%)
Rent Room Outside House 4  (7%) 0 ) 13 (7%) 7 (6%)
Other 4  (7%) 7 (32%) 7 (5%) 1 (1%)
Table6: Housing Tenure By Comparison Group
NEW REPEAT NON-
CLIENTS CLIENTS CLIENTS TOTAL
Own 76 (35%) 50 (23%)| 92 (42%)| 218 (32%)
Rent to Buy 53 (33%)| 44 (27%)| 66 (40%)| 163 (24%)
Rent House 28 (40%)| 21 (30%) 21 (30%) 70 (10%)
Rent Room in House 56 (38%)| 17 (11%)| 75 (519%)| 148 (22%)
Rent Room o/s House 17 (36%) 7 (15%)| 283 (49%)| 47 (7%)
Hostels 2 ) 0 (0%) 0 (0%) 2 )
Other 11 (28%) 8 (21%)| 20 (51%)| 39 (5%)
TOTAL 243  (100%)| 147 (100%)| 297 (100%)| 687  (100%)

Source: Field Survey Data
Frequency missing =4




Table7:

Housing Tenur e by Geographic Area (per centage)

TRUST BANK -
CIE—:?AEI%A\ATRI’E; GREATER BULAWAYO MUTARE
HARARE

New Clients

Own 27 34 57 0

Rent to Buy 18 27 16 30

Rent House 13 3 11 21

Lodger 40 29 16 34

Other 2 7 0 15
(Total Number) (78) (59) (62) (44
Repeat Clients

Own 41 27 68 10

Rent to Buy 27 32 16 40

Rent House 9 5 11 30

Lodger 23 0 0 20

Other 0 32 5 0
(Total Number) (66) (22) (29 (40)
Non-Clients (Matched)

Own 28 29 58 11

Rent to Buy 26 23 10 27

Rent House 7 8 2 11

Lodger 28 32 30 48

Other 11 8 0 3
(Total Number) (119) (62) (60) (56)

Table8: Havelived at Current Residencefor More Than Two Years
NEW REPEAT NON-
CLIENTS CLIENTS CLIENTS TOTAL

Greater Harare* 58 (26%) 62 (28%)| 105 (46%)| 225 (100%)
Trust Bank 49 (40%) 21 (17%) 52 (43%)| 122 (100%)
Mutare 35 (31%) 36 (31%) 44 (38%)| 115 (100%)
Bulawayo 53 (45%) 15 (13%) 50 (42%)| 118 (100%)
N = 195 134 251 580

Source: Field Survey Data

* Excludes Trust Bank clients and matching non-clients.




Table9:

Households Owning Select Consumer Dur ables (per centage)

NEW REPEAT NON- S'II'_AE'I\'/IE'IFI(C)ZZL
CLIENTS | CLIENTS | CLIENTS SIGNIFICANCE
Color TV 16 20 14 N.S.
Refrigerator 34 48 31 chi-sg. @ .002
Electric Fan 36 46 34 chi-sg. @ .031
Bicycle 10 17 13 NS
Car, Motorcycle, Truck, etc 10 11 5 chi-sq.@. 057

Source: Field Survey Data

* This does not include purchases the last 24 months.

Table10: Household Ownership of Select Consumer Durables
Trust Bank Households Compared with Other Clients (per centage aver age)

TRUST BANK OTHER CLIENTS
LEVEL OF
NEW REPEAT NEW REPEAT SIGNIFICANCE
CLIENTS | CLIENTS | CLIENTS | CLIENTS
Color TV 18 9 14 16 N.S.
Refrigerator 20 32 29 38 N.S.
Electric Fan 30 27 38 46 .047
Bicycle 3 14 12 16 N.S.
Table 11: Estimated Value of Assets (Z9)
NEW REPEAT NON- LEVEL OF
CLIENTS CLIENTS CLIENTS SIGNIFICANCE

Average Estimated Value 8,070 9,036 5,582 N.S.
of Consumer Durables
Purchased in the Past 24
Months
Average Estimated Value 4,896 6,513 4,574 ANOVA p=.04
of Household Appliances,
Equipment and Transport
Average Estimated Value 3,538 8,006 2,265 ANOVA
of Fixed Assetsin All p=.003
Household Enterprises

Source: Field Survey Data

Table12: Ownership of Household Enter prises (per centage)
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OTHER
SELF SPOUSE HOUSEHOLD TOTAL
MEMBERS
Matched 98% 2% - 691 (79%)
Enterprise
Second 89% 8% 3% 154 (18%)
Third or More 89% 8% 4% 26 (3%)

Source: Field Survey Data

Table13: Geographic Distribution of Households Owning or Buying Their Residence That

Have Oneor More Renters (per centage)

CL’\IIE\I/\IVTS (?II_EIFI)EENA'\I'TS NON-CLIENTS TOTAL
Greater Harare* 60 57 67 62
Trust Bank 53 61 66 59
Mutare 48 45 29 37
Bulawayo 42 25 41 39

Source: Field Survey Data
* Excludes Trust Bank clients and matching non-clients.
Frequency missing= 8




Table 14:

Distribution of Number of Rooms Rented Out by Households Owning or Buying
Their Resdence

clients | Clients | clienrs | TOTAL
None 64  (51%)| 47 (51%)| 70  (45%)| 181  (49%)
One 27 (22%)| 14  (15%)| 29 (19%)| 70  (19%)
Two 20 (16%)| 17  (18%)| 27 (19%)| 64  (17%)
Three 8 6%)| 5 (6%)| 10 (6%)| 23 (6%)
Four 3 w)| 3 @Bw| 9 (6%)| 15 (4%)
Five 3 w)| 4 (43w 5 GBw)| 12 (3%)
Six 1 (1%)| 3 (Bw)| 4 Bw)| 8 (2%)
TOTAL 126 (100%)| 93 (100%)| 154 (100%)| 373  (100%)
Source: Field Survey Data
Frequency missing = 8
Table 15: Per Capita Household Total Monthly Income Last M onth
clients | Clients | clienrs | TOTAL
Under Z$1,000 118 (75%)| 58  (64%)| 159  (80%)| 335  (75%)
Z%$1,000-1,999 26 (17%)| 22 (24w)| 23 (11%)| 71 (16%)
Z%$2,000-3,999 10 (6%)| 5 (5%)| 12 (6%)| 27 (6%)
Z%$4,000 & Over 3 %) 6 (7%)| 6 (B3w)| 15 (3%)
TOTAL 157 (100%)| 91 (100%)| 200 (100%)| 448  (100%)
Source: Field Survey Data
Frequency missing = 243
Table16: Trust Bank and Other Clients. Average Per Capita Income Last Month (Z29$)
TRUST BANK OTHER CLIENTS
NEW CLIENTS REPEAT NEW CLIENTS REPEAT
CLIENTS CLIENTS
653 455 840 1,372
N =36 N=11 N=121 N =80







Table1l7: Useof Recent Loan Funds

NEW CLIENTS REPEAT CLIENTS
Proportion Spent Directly on 82 85
Enterprise
Number Who Saved Some of Funds
1% Use Mentioned 1 -
2" Use Mentioned 61 26
3" Use Mentioned 4 6
Table18: What Would Have Done if Has Not Received L oan from Zambuko
NEW REPEAT
CLIENTS CLIENTS TOTAL
Continued Same Pattern 144 (60%)| 83 (58%)| 227 (59%)
UsedSavings 41 (17%)| 23 (16%) 64 (17%)
Borrowed 32 (13%)| 23 (16%) 55 (14%)
Delayed 19 (8%) 9 (6%) 28 (7%)
Other 5 (2%) 5 (4%) 10 (3%)
TOTAL 241  (100%)| 143 (100%) 384 (100%)
Source: Field Survey Data
Frequency missing = 9
Table19: Respondents Buying Consumer Durables on Hire-Purchase Basis
NEW REPEAT NON-
CLIENTS CLIENTS CLIENTS
1% Item Mentioned 16% (N=135) 13% (N=92) 11% (N=146)
2" |tem 10% (N=68) 12% (N=50) 11% (N=71)
3 1tem 7% (N=29) 10% (N=21) 8% (N=25)

Source: Field Survey Data




Table20: Whether or Not Enterprise Revenue Essential for Household Expenditures L ast

Month
clients | Clients | clienrs | TOTAL

Yes 175  (76%)| 105  (77%)| 211  (76%)| 491  (76%)
No 56  (24%)| 32 (28%)| 67 (24%)| 155 = (24%)
TOTAL 231 (100%)| 137 (100%)| 278 (100%)| 646  (100%)

Source: Field Survey Data

Frequency Missing = 45

Table21: Largest Dollar Use of Enterprise Sales Revenue L ast Month

clients | Clients | clienrs | TOTAL

No Ranking Given 3 1%)| 6 @) 9 (3%)| 18 (3%)
Matched Enterprise 9%  (39%)| 71 (48%)| 110 (37%)| 277  (40%)
Food 75 (31%)| 32 (21%)| 99  (3B3%)| 206  (30%)
Household Bills 10 (4%)| 6 (4%)| 14 (5%)| 30 (4%)
Household Health 4 w)| 8 %) 9 Gw)| 21 (3%)
Savings 15 (6%)| 9 (6%)| 20 (7%)| 44 (6%)
Household Education 11 5%)| 6 (%) 19 (7%)| 36 (5%)
Household Financial 6 w)| 3 w)| 3 1%)| 12 (2%)
Obligations
Loans 12 5w 7 %) 1 (%)| 20 (3%)
Other Enterprises 5 (2%) 0 (0%) 4 (1%) 9 (1%)
Other 7 Gw| 1 (1%)| 10 (3%)| 18 (3%)
TOTAL 244 (100%)| 149 (100%)| 298 (100%)| 691  (100%)

Source: Field Survey Data
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Table22: Second Largest Dollar Use of Enterprise Sales Revenue Last Month

NEW

REPEAT

NON-

CLIENTS CLIENTS CLIENTS TOTAL

No Ranking Given 12 %) 16 (11%) 24 (8%)| 52 (8%)
Matched Enterprise 45  (19%)| 29 (20%)| 57  (19%)| 131  (19%)
Household Food 68  (28%)| 53  (36%)| 117  (39%)| 238  (34%)
Household Bills 40  (16%)| 11 (7%)| 55 (19%)| 106  (15%)
Household Hedlth 4 (2%) 1 (1%) 1 (-%) 6 (1%)
Savings 23 (9%)| 8 (5%)| 10 41 (6%)
Household Education 12 5%)| 6 (4%)| 16 (6%)| 34 (5%)
Household Financial 5 w)| 5 (3%)| 10 (B3%)| 20 (3%)
Obligations

Loans 29  (12%)| 15 (10%)| 5 %) 49 (7%)
Other Enterprises 1 (-%) 2 (1%) 2 (1%) 5 (1%)
Other 5 w)| 3 )| 1 % 9 (1%)
TOTAL 244 (100%)| 149 (100%)| 298 (100%)| 691  (100%)

Source: Field Survey Data

Table 23: Vegetable Consumption in Household During the Past Seven Days

cLIENTs | cLients | clients | TOTAL
Not Eaten 2 1| o 0w 3 (1| 5 (%)
Eaten 1-3 Days 44 (18%)| 23 (16%)| 44 (15%) 111  (16%)
Eaten 4-7 Days 197 (81%)| 124  (84%)| 250  (84%)| 570  (83%)
TOTAL 243 (100%)| 147 (100%)| 297 (100%)| 687  (100%)

Source: Field Survey Data

Frequency missing =4




Table 24: Meat, Poultry Consumption in Household During the Past Seven Days

NEW

REPEAT

NON-

CLIENTS CLIENTS CLIENTS TOTAL
Not Eaten 5 )| 5 @w| 12 @w| 22 (3%
Eaten 1-3 Days 89  (37%)| 46  (31%)| 124  (42%)| 259  (38%)
Eaten 4-7 Days 149 (61%)| 96  (65%)| 161  (54%)| 406  (59%)
TOTAL 243 (100%)| 147 (100%)| 297 (100%)| 687  (100%)

Source: Field Survey Data
Frequency missing =4

Table 25: Dried Fish Consumption in Household During the Past Seven Days

clients | Clients | clienrs | TOTAL
Not Eaten 131 (54%)| 73 (51%)| 154  (52%)| 358  (52%)
Eaten 1-3 Days 106 (44%)| 65  (45%)| 135  (45%)| 305  (45%)
Eaten 4-7 Days 6 )| 6 @) 9 Gw| 21 (3%)
TOTAL 243  (100%)| 144 (100%)| 297 (100%)| 684  (100%)
Source: Field Survey Data
Frequency missing =7
Table 26: Egg Consumption in Household During the Past Seven Days
clients | Clients | clienrs | TOTAL
Not Eaten 73 (30%)| 47  (32%)| 104  (35%)| 224  (33%)
Eaten 1-3 Days 116  (48%)| 68  (46%)| 134  (45%)| 318  (46%)
Eaten 4-7 Days 54 (22%)| 32  (22%)| 59  (20%)| 145  (21%)
TOTAL 243 (100%)| 147 (100%)| 297 (100%)| 687  (100%)

Source: Field Survey Data
Frequency missing =4




Table 27: Milk Consumption* in Household During the Past Seven Days

cLIENTs | cLients | clients | TOTAL
Not Consumed 95  (39%)| 41  (28%)| 107  (36%)| 243  (35%)
1-3 Days 121 (50%)| 81  (56%)| 154  (52%)| 356  (52%)
4-7 Days 27 (11%)| 24  (16%)| 36 (12%)| 87  (13%)
TOTAL 243 (100%)| 146 (100%)| 297 (100%)| 686  (100%)

Source: Field Survey Data
Frequency missing =5
* Does not include milk taken in coffee or tea.

Table28: Trust Bank and Other Clients. Frequency of Food Consumption During the Past

Seven Days (per centage)
TRUST BANK OTHER CLIENTS
NEW REPEAT NEW REPEAT
CLIENTS CLIENTS CLIENTS CLIENTS
Eggs
Not Eaten 42 45 26 30
1-3 Days 48 37 47 48
4-7 Days 10 18 27 22
Meat/Poultry/Fish
Not Eaten 5 9 1 2
1-3 Days 43 27 34 32
4-7 Days 52 64 65 66
Milk
Not Consumed 55 23 34 29
1-3 Days 38 59 54 55
4-7 Days 7 18 12 16
N= 60 22 183 125
Table29: Whether or Not Those Owning or Purchasing Residence Made Housing
Improvementsthe Last 12 Months
NEW REPEAT NON-
CLIENTS CLIENTS CLIENTS TOTAL
Yes 42 (33%)| 37 (39%)| 41 (26%)| 120 (31%)
No 87 (67%)| 57 (61%)| 117 (74%)| 261 (69%)
TOTAL 129 (100%)| 94 (100%)| 158 (100%)| 381 (100%)
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Source: Field Survey Data
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Table 30: Households Having Purchased Building Materials for Future Use

cLIENTs | cLients | clients | TOTAL
Yes 16 (10%)| 11 (9w)| 24 (12%)| 51  (11%)
No 148 (90%)| 108  (90%)| 168  (88%)| 424  (89%)
Don't Know 0 o0 1 @@ 0 (0w 1 (89%)
TOTAL 164  (100%)| 120 (100%)| 192 (100%)| 476 (100%)

Source: Field Survey Data
Frequency missing = 215

Table31: Whether or Not Households Provided Cash and/or In-Kind Assistance to Others Last

Month
NEW REPEAT NON-
CLIENTS CLIENTS CLIENTS TOTAL
Yes 185 (76%)| 125 (84%)| 210 (70%)| 520 (75%)
No 58 (24%) 24 (16%) 88 (30%)| 170 (25%)
TOTAL 243  (100%)| 149 (100%)| 298 (100%)| 690  (100%)

Source: Field Survey Data
Frequency missing = 1

Table32: Whether Trust Bank and Other Client Households Provided Cash and/or In-kind
Assistance to Others Last Month (per centage)

TRUST BANK OTHER CLIENTS
NEW REPEAT NEW REPEAT
CLIENTS CLIENTS CLIENTS CLIENTS
Yes 32  (54%) | 16 (73%) | 153 (83%) | 109  (86%)
N = 59 22 184 127
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Table33: Distribution of Assistance by Households That Provided Assistance Cash or In-Kind

to OthersLast Month

NEW REPEAT NON-
CLIENTS CLIENTS CLIENTS TOTAL
Family/Extend Family 181 (97%)| 118  (94%)| 195  (93%)| 494  (95%)
Friends 12 (6%) 9 (7%)| 19 (9%)| 40 (8%)
Funerals 54  (29%)| 51 (41%)| 65 (31%)| 170  (33%)
Assists Family/Extended o o o o
Family on a Regular Basis 59  (33%)| 41 (BW)| 67 (3B%)| 167  (34%)

Source: Field Survey Data

Table34: Typeof Major Financial Crisisthe 24 Months Prior to the Survey (First Mentioned)

clients | Clients | clienrs | TOTAL

None 110 (45%)| 42 (28%)| 124  (42%)| 276  (40%)
Serious IlIness 60  (25%)| 43 (29%)| 62  (21%)| 165  (24%)
Desth of Household 31 (13%)| 24  (16%)| 46  (16%)| 101  (15%)
Member

Financial Obligations 17 )| 17 (12w)| 24 (8%)| 58 (9%)
Loss of Job 6 Bw)| 5 @Gw| 9 (B3%)| 20 (3%)
New Household Members 6 Bw)| 3 )| 6 (2%)| 15 (2%)
Fire/Theft 3 (1%)| 8 (5%)| 12 (4%)| 23 (3%)
Other 9 Gw| 7 (%) 11 (4| 27 (4%)
TOTAL 242 (100%)| 149 (100%)| 294 (100%)| 685  (100%)

Source: Field Survey Data
Frequency missing = 6
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Table 35: Additional Responses on Major Financial Crisis (Multiple Responses)

NEW

REPEAT

NON-

CLIENTS CLIENTS CLIENTS TOTAL

Desth of Household 29  (57%)| 11  (30%)| 20 (39%)| 60  (43%)
Member

Financial Obligations 11 (22%)| 15 @ow)| 15 (9w)| 41  (30%)
Serious IIness 5  (10%)| 3 (8%)| 10 (20%)| 18  (13%)
Other 6 Lw| 8 @w| 6 (2w 20 (14%)
TOTAL 51 (100%)| 37 (100%)| 51 (100%)| 139 (100%)

Source: Field Survey Data
Table36: How Met Financial Crisis (Multiple Response)
clients | Clients | clienrs | TOTAL

Earnings/Income 41 (2a%)| 41 @Bow)| 50 (23%)| 132  (25%)
Savings 79 (45%)| 54  (40%)| 100  (48%)| 233  (44%)
Borrowed/Gifts 23 (13w)| 15 (11%)| 33  (15%)| 71 (14%)
Worked More Hours 9 (5%) 5 (4%)| 18 8%)| 32 (6%)
Loan 4 w)| 5 (4%)| o 0w 9 (2%)
Took Lodgers 2 (1%) 1 (1%) 3 (1%) 6 (1%)
Sold Assets 1 (1%)| 0 ow| o0 ow| 1 )
Reduced Expenditure 13 %) 11 8%)| 8 ()| 32 (6%)
Other 3 w)| 3 w)| 3 1wl 9 (2%)
TOTAL 175 (100%)| 135 (100%)| 215 (100%)| 525 (100%)

Source: Field Survey Data
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Table37: Mogt Often Mentioned Two Main Intended Uses of Savings Acounts

NEW REPEAT NON-
CLIENTS CLIENTS CLIENTS
Building Society Accounts
Household 116 (77%) 65 (79%) 82 (87%)
Business 70  (60%) 48  (39%) 50 (53%)
Personal Use 38 (33%) 22 (27%) 35  (37%)
N = 116 82 94
Post Office Savings
Household 90 (84%) 30 (75%) 116  (85%)
Business 51  (48%) 28 (70%) 56 (41%)
Personal 44 (41%) 10 (25%) 60 (44%)
N = 107 40 136

Source: Field Survey Data

Table38: Trust Bank and Other Clients. Savings (per centage)

TRUST BANK OTHER CLIENTS
NEW REPEAT NEW REPEAT
CLIENTS CLIENTS CLIENTS CLIENTS
Has at Least One Savings 87 100 97 90
Account
Saves Regularly 37 37 18 24
Monthly/Weekly
Source: Field Survey Data
Table 39: Informal Modes of Saving (per centage)
NEW REPEAT NON-
CLIENTS CLIENTS CLIENTS
Belongs to Savings Club 9 7 3
Participates in Rounds 47 41 38
Belongs to Buria Society 14 13 11

Source: Field Survey Data
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Table40: Pattern of Informal Savings (per centage)

TRUST BANK OTHER CLIENTS
NEW REPEAT NEW REPEAT
CLIENTS CLIENTS CLIENTS CLIENTS
Belongs to Savings Club* 10 7 4 7
Belongs to ROSCA 47 41 38 42
Belongs to Buria Society 14 13 11 13

Source: Field Survey Data
! Chi’@.016
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1. MATCHED ENTERPRISE

Tablel:  Sector Distribution of Respondents Main Enterprise
clients | Clients | clienrs | TOTAL
Manufacturing 120 (40%)| 84  (56%)| 145  (48%)| 349  (50%)
Trade 108 (49%)| 52  (35%)| 131  (44%)| 291  (42%)
Sources 9 (4%)| 6 (4%)| 11 (4%)| 26 (4%)
Agriculture 6 Bw)| 5 @) 9 (B3%)| 20 (3%)
Food 1 ¢) 2 1w 2 1%)| 5 (1%)
TOTAL 244 (100%)| 149 (100%)| 298 (100%)| 691  (100%)

Source: Field Survey Data

Table2:  Trust Bank and Other Clients: Sector of Main Enter prise (per centage)
TRUST BANK OTHER CLIENTS

NEW REPEAT NEW REPEAT

CLIENTS CLIENTS CLIENTS CLIENTS
Manufacturing 53 55 42 54
Trade 41 45 51 34
Services 2 - 4 7
Food 2 - - 1
Agriculture 2 - 3 4
N = 60 22 184 127

Source: Field Survey Data
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Table3: Location of Enterprises
CLI\I”IEE\I/\IVTS (?LEIPEENA'\I'TS NON-CLIENTS TOTAL
Place of Residence 164 (68%) | 107  (72%) 184  (62%) 455  (66%)
Residential Area 14  (6%) 15 (10%) 46 (15%) 75 (11%)
Out of City 42 (17%) 6  (4%) 41 (14%) 89  (13%)
City Center 10 (4%) 8  (5%) 11 (4%) 29 (4%)
Industrial Area 3 (1%) 7 (5%) 6  (2%) 16 (2%)
Mobile 7 (3%) 5  (3%) 6  (2%) 18 (3%)
Other 3 (1%) 1 (1%) 3 (1%) 7 (1%)
TOTAL 243 (100%) | 149 (100%) 297  (100%) 689 (100%)

Source: Field Survey Data
Frequency missing = 2

Table 4:

Main Supplier of Main Inputs*

NEW
CLIENTS

REPEAT
CLIENTS

NON-CLIENTS

TOTAL

Retailers/Wholesale
rs

161 (66%)

107 (72%)

199  (67%)

467 (68%)

Factories 42 (17%) 27 (18%) 44 (15%) 113 (16%)
Individuals 24 (10%) 8  (5%) 32 (11%) 64  (9%)
Flea Markets 13 (5%) 4 (3%) 19  (6%) 36 (5%)
Other/Not 4 (2%) 3 (2%) 4 (1%) 11 (2%)
applicable

TOTAL 244 (100%) | 149 (100%) 298 (100%) 691 (100%)

Source: Field Survey Data

* Main means where the most money spent.
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Table5:

Main Source of Inputs By Sector

REPEAT
NEW CLIENTS CLIENTS NON-CLIENTS
Manufacturers
Retailers/Wholesalers 96 (80%) 68 (81%) 117  (82%)
Factories 15 (13%) 14 (17%) 16 (11%)
Individuals 5 (14%) 1 (%) 7 (5%)
Others 3 (3% 1 (%) 3 (2%)
TOTAL 119 (100%) 84 (100%) 143 (100%)
Traders
Retailers/Wholesalers 56 (52%) 31 (60%) 70 (54%)
Factories 21  (20%) 9 (17%) 21 (16%)
Individuals 19 (17%) 6 (12%) 24 (18%)
Others 12 (11%) 6 (11%) 16  (12%)
TOTAL 108 (100%) 52 (100%) 131 (100%)
Source: Field Survey Data
* Main defined as those on which the most money spent.
Table6: Whether or Not Buys Main Inputsin Bulk
NEW REPEAT
CLIENTS CLIENTS NON-CLIENTS TOTAL
Yes 73 (30%) 55  (37%) 75 (25%) 203  (29%)
No 162  (66%) 89  (60%) 197  (66%) 448  (65%)
Not Applicable 9 (4%) 5 (3%) 26 (9%) 40 (6%)
TOTAL 244 (100%) 149 (100%) 298 (100%) 69 (100%)
Source: Field Survey Data
Table7: Whether Those Buying in Bulk Receive L ower Per Unit Prices
NEW REPEAT
CLIENTS CLIENTS NON-CLIENTS TOTAL
Yes 43  (60%) 41 (77%) 40 (54%) 124 (62%)
No 29  (40%) 12 (23%) 34 (46%) 75 (38%)
TOTAL 72 (100%) 53 (100%) 74 (100%) 199 (100%)

Source: Field Survey Data
Frequency Missing = 4
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Table8:

Whether Can Obtain Main Inputs on Credit

NEW REPEAT

CLIENTS CLIENTS NON-CLIENTS TOTAL
Yes 10 (4%) 11 (7%) 14 (5%) 35 (5%)
No 232 (95%) 134  (90%) 275  (92%) 641  (93%)
Not 2 (1%) 4 (3%) 9 (3%) 15 (2%)
applicable/Don’t
Know
TOTAL 244 (100%) 149 (100%) 298 (100%) 691 (100%)

Source: Field Survey Data

Table9: Whether or Not Respondent Bought I nputs Outside City of Residence in Past 6
Months
CL’\II IIEE\I/\IVTS (?LEIFI)EENA'\I'TS NON-CLIENTS TOTAL
Yes 64  (26%) 36 (24%) 49  (16%) 149  (22%)
No 180  (74%) 113 (76%) 249  (84%) 542  (78%)
TOTAL 244 (100%) 149 (100%) 298 (100%) 691 (100%)

Source: Field Survey Data

Table 10: Location of Purchases By Those Buying Outside City of Residence in Past 6 Months

(Multiple Response)

CLI\II IIEE\II\IVTS (?LEIFI)EENA'\I'TS NON-CLIENTS TOTAL
Other Zimbabwe 29 (42%) 14  (35%) 15 (31%) 58  (36%)
Towns
Rural Areas 16 (23%) 6 (15%) 11 (22%) 33 (21%)
Zimbabwe
South Africa 15 (21%) 14 (35%) 13 (27%) 42 (26%)
Zambia 3 (4%) 1 (%) 2 (4%) 6  (4%)
Elsewhere 7 (10%) 5 (13%) 8  (16%) 20  (13%)
TOTAL 70  (100%) 40 (100%) 49 (100%) 159  (100%)

Source: Field Survey Data
Frequency missing =4
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Those citing two locations = 14
Table11: Respondents Sdlling Outside City of Residence by Sector (per centage)

cLients | chients | clients | TOTAL
Manufacturing 83 (69%) | 50 (60%) | 75  (52%) | 208  (60%)
Trade 50  (46%) | 27  (52%) | 43  (33%) | 120 (41%)
Sarvice 3 (33%) 3 (50%) 0 (0%) 6 (23%)
Food 0 (0%) 0 (0%) 0 (0%) 0 (0%)
Agriculture 1 (17%) 0 (0%) 1 (11%) 2 (10%)

Source: Field Survey Data

Table12: Where SalesMade by Those Traveling Outside City of Residenceto Sell in Past 6

Months (multiple r esponses)
clients | Clients | clienrs | TOTAL

Rural Areas Zimbabwe 94  (61%)| 58  (59%)| 81  (65%)| 234  (62%)
Other Towns Zimbabwe 33 (21%)| 25 (25%)| 18 < (14%)| 76  (20%)
South Africa 18 (12%)| 9 )| 21 (7w 48  (12%)
Zambia 3 w)| 5 5%)| 3 w)| 11 (3%)
Elsewhere (e.g. 7 @) 2 w)| 3 w)| 12 (3%)
Mozambique)

TOTAL 155  (100%)| 99 (100%)| 126 (100%)| 380  (100%)

Source: Field Survey Data
Number citing two places = 39
Number citing three places = 4

Table13: Frequency of Trave By Those Traveling Outside City of Residencein Past 6 Months

to Sell
CL’\II IIEE\I/\IVTS (?LEIPEENA'\I'TS NON-CLIENTS TOTAL
1-2 Times 39  (28%) 12 (15%) 36 (31%) 87  (26%)
3-5 Times 49  (36%) 42 (53%) 43 (36%) 134 (40%)
6 or More 49  (36%) 25  (32%) 39  (33%) 113 (34%)
TOTAL 137  (100%) 79  (100%) 118  (100%) 334 (100%)
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Source: Field Survey Data
Chi-sguare @ .050

Table14: Whether or Not Those Who Sold Outside City of Residencein the Past 6 Months
Engagein Barter Trade

clients | Clients | clienrs | TOTAL
Yes 62  (47%)| 34  (44%)| 64 (57%)| 160  (59%)
No 69  (53%)| 43  (56%)| 49  (43%)| 161  (50%)
TOTAL 131  (100%)| 77 (100%)| 113 (100%)| 332  (100%)
Source: Field Survey Data
Table15: Main Customers

NEW CLIENTS (?LEIFI)EENA'\I'TS CII\II(I?:ITS TOTAL

Individuals 229 (94%) 133 (89%) 285 (96%) 647 (94%)
Companies 4 (2%) 5 (4%) 2 (1%) 11 (2%)
Retailers 3 (1%) 1 (1%) 4 (1%) 8  (1%)
Wholesaers/Gov' t/Age 0 (0%) 5 (3%) 0 (0%) 4 ()
nts
Other 8 (3%) 5 (3%) 5 (1%) 18 (3%)
TOTAL 244 (100%) 149 (100%) 296 (100%) 689 (100%)
Source: Field Survey Data
Frequency missing = 2
Table16: Whether or Not Extended Credit to Customersin the Last 6 Months

clients | Clients | clienrs | TOTAL
Yes 199  (82%)| 120  (81%)| 235  (79%)| 554  (80%)
No 45  (18w)| 29 (19%)| 63 (21%)| 137  (20%)
TOTAL 244 (100%)| 149 (100%)| 298 (100%)| 691  (100%)

Source: Field Survey Data




Table17: Respondents Extending Credit in the Last 6 Months by Sector

clients | Clients | clienrs | TOTAL
Manufacturing 111 (93%)| 73 (87%)| 127  (88%)| 311  (89%)
Trade 73 (68%)| 39  (75%)| 93  (72%)| 205  (70%)
Services 8 (8%)| 4 (67%)| 7 (64%)| 19  (73%)
Food 1 (wow)| o 0w 1 (50%)| 2 (40%)
Agriculture 6 (100%)| 4 @w|l 7 (8% 17  (80%)
Source: Field Survey Data
Table 18: Pattern of Credit Extenson Among Those Who Gave Credit
clients | Clients | clienrs | TOTAL
Most of the Time 25  (13%)| 17  (14%)| 22 )| 64  (12%)
Often 17 (8%)| 10 (8%)| 18 (8%)| 45 (8%)
Sometimes 127 (64%)| 73  (61%)| 151  (65%)| 351  (63%)
Seldom 30 (15%) 20 (17w)| 43  (18%)| 93  (17%)
TOTAL 199  (100%)| 120 (100%)| 234 (100%)| 553  (100%)

Source: Field Survey Data

Table19: Changesin Extension of Credit Among Those Whose Pattern Changed the Past 3

Months
clients | Clients | clienrs | TOTAL
Extend to Fewer 46  (51%)| 15  (34%)| 41 (46%)| 102  (45%)
Extend to More 42 (46%)| 27  (61%)| 47  (53%)| 116  (52%)
No Longer Give 2 (2%) 0 (0%) 0 (0%) 2 (1%)
Other 1 1w 2 %) 1 1%)| 4 (2%)
TOTAL 91 (100%)| 44 (100%)| 89 (100%)| 224  (100%)

Source: Field Survey Data
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Table20: Trust Bank and Other Clients: Made Changes as a Result of the Business Training

(per centage)
TRUST BANK OTHER CLIENTS
NEW REPEAT NEW REPEAT
CLIENTS CLIENTS CLIENTS CLIENTS
58 54 71 72
Source: Field Survey Data
Table21: Whether or Not K egps Business Records
NEW REPEAT NON-
CLIENTS CLIENTS CLIENTS TOTAL
Yes 167 (68%)| 122 (82%)| 178 (60%)| 467 (68%)
No 77 (32%)| 27 (18%)| 120 (40%)| 224 (32%)
TOTAL 244  (100%)| 149 (100%) 298 (100%)| 691  (100%)

Source: Field Survey Data
Chi-Square @ .001

Table22: Keeping of Business Records by Sector

cLIENTs | cLients | clients | TOTAL
Manufacturing 84  (70%)| 69  (82%) 81  (56%)| 234  (67%)
Trade 72 (67%)| 42  (81%)| 79  (60%)| 193  (66%)
Services 7 (78%)| 6 (100%)| 10 (91%)| 23  (88%)
Food 0 0% 1 (G0%w| 1 (50%)| 2  (40%)
Agriculture 4 67%) 4 B%)| 7 (78%)| 15  (75%)

Source: Field Survey Data
1. Chi-square @ .001
2. Chi-sguare @ .030



Table 23: Among Those K egping Recor ds, Type of Sales Records K ept

cLIENTs | cLients | clients | TOTAL
None 4 e 2 @ 7 (@w| 13 (3%
Money Owed 60  (36%)| 40 (33%)| 64 (36%)| 164  (35%)
Partial Sales 85  (51%)| 71 (59%)| 100  (57%)| 256  (55%)
Complete Sales 18 (L% 8 (7w 6 3w 32 (7%
TOTAL 167  (100%)| 121 (100%)| 177 (100%)| 465 (100%)

Source: Field Survey Data

Table 24: Among Those K egping Records, Type of Expenditure Recor ds K ept

clients | Clients | clienrs | TOTAL
None 58  (3v%)| 33 (27%)| 72 (41%)| 163  (35%)
Copies of Receipts 17 (10%)| 12 @ow)| 19 (11w)| 48  (10%)
Partial Expenditures 72 (43%)| 66  (55%)| 82  (46%)| 220  (48%)
Complete Expenditure 20 (12%)| 10 (8%) 4 2%)| 34 (7%)
TOTAL 167 (100%)| 121 (100%)| 177 (100%)| 465 (100%)

Source: Field Survey Data

Table 25: Among Those K eeping Recor ds, Whether Produces a Balance Sheet

NEW

REPEAT

NON-

CLIENTS CLIENTS CLIENTS TOTAL
Yes 9 % 5 @w| 3 Wl 17 (4%
No 158 (95%)| 117  (96%)| 175  (98%)| 450  (96%)
TOTAL 167  (100%)| 122 (100%)| 178 (100%)| 467  (100%)

Source: Field Survey Data
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Table26: Whether or Not Respondent Had One or More Individuals Assisting With the
Enterprise Last Calendar Month

cLIENTs | cLients | clients | TOTAL
Yes 79 (32%)| 77 (52%)| 105  (35%)| 261  (38%)
No 165  (68%)| 72  (48%)| 193  (65%)| 430  (62%)
TOTAL 244 (100%)| 149 (100%)| 298 (100%)| 691  (100%)

Source: Field Survey Data

Table 27: Whether or Not Has Paid Employees

cLIENTs | cLients | clients | TOTAL
Yes 40  (16%)| 48 (32%)| 34 (11%)| 122  (18%)
No 204  (84%)| 101  (68%)| 264  (89%)| 569  (82%)
TOTAL 244 (100%)| 149 (100%)| 298 (100%)| 691  (100%)

Source: Field Survey Data

Table 28: Number of Assistants(Employees) in Enterprise Last Month

clients | Clients | clienrs | TOTAL
None 165  (68%)| 72  (49%)| 193  (65%)| 430  (62%)
One 57 (23%)| 48 (32%)| 70 (28%)| 175  (25%)
Two 13 5%)| 21 (14%)| 22 (7%)| 56 (8%)
Three 4 w)| 5 Gw| 11 (4%)| 20 (3%)
Four or More 5 (2%) 3 (2%) 2 (1%)| 10 (2%)
TOTAL 244 (100%)| 149 (100%)| 298 (100%)| 691  (100%)

Source: Field Survey Data
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Table 29: Among Those With Assistants (Employees), If Had Paid Employees

clients | Clients | clienrs | TOTAL
Yes 40  (51%)| 48  (62%)| 34  (32%)| 122 (47%)
No 39 (49%)| 29  (38%)| 71  (68%)| 139  (53%)
TOTAL 79  (100%)| 77 (100%)| 105 (100%)| 261  (100%)
Source: Field Survey Data

Table30: Estimated Average Net Enterprise Revenue Last Month ($2)

TRUST BANK

OTHER CLIENTS

NEW CLIENTS

REPEAT CLIENTS

NEW CLIENTS

REPEAT CLIENTS

1,908

2,208

2,405

5,142

Source: Field Survey Data
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Table31: Distribution of Estimated Enterprises Net Revenue Last Month Among
Manufacturers and Traders by Comparison Group

MANUFAC-
TURING TRADE TOTAL
Below Z$ 999 New 51 (46%) 40 (40%) 249 (42%)
Repest 27 (35%) 11 (24%)
Non 74 (56%) 46 (37%)
Z$1,000-1,999 New 20 (18%) 21 (21%) 125  (21%)
Repest 16 (21%) 8 (17%)
Non 31 (23%) 29 (23%)
Z$2,000-2,999 New 15 (14%) 11 (11%) 75 (13%)
Repest 15 (19%) 7 (15%)
Non 12 (9%) 15 (12%)
Z$3,000-3,999 New 8 (7%) 14 (14%) 57 (10%)
Repest 11 (14%) 6 (13%)
Non 5 (4%) 13 (11%)
Z$4,000 & over New 16 (15%) 14 (14%) 84  (14%)
Repest 9 (11%) 14 (31%)
Non 10 (8%) 21 (17%)
TOTAL New 110  (100%) | 100  (100%) 210
Repest 78 (100%) 46 (100%) 124
Non 132 (100%) | 124  (100%) 256
N = 320 270 590

Source: Field Survey Data

New = New clients; Repeat = Repeat clients; Non = Non-clients.
Frequency missing (traders) = 21

Frequency missing (manufacturers) = 29
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Table 32: Decison-making about Use of Enterprise Revenue Last Month

clients | Clients | clienrs | TOTAL
Respondent Only 153  (63%)| 103  (71%)| 200  (68%)| 456  (67%)
Consulted with Spouse 72 (30%)| 38  (26%)| 77  (26%)| 187  (27%)
Jointly with Spouse 10 @) 2 (1%)| 10 GBw)| 22 (3%)
Consulted Othersin 5 (2%) 3 (2%) 5 (2%)| 13 (2%)
Household
Other 2 1%)| o ow| 1 1%)| 3 (1%)
TOTAL 242 (100%)| 146 (100%)| 293 (100%)| 681  (100%)
Source: Field Survey Data
Frequency missing = 10
Table33: Whether or Not Respondent has a Sales Strategy
clients | Clients | clienrs | TOTAL
Yes 127 (52%)| 104  (71%)| 147  (50%)| 378  (55%)
No 116 (48%)| 42  (29%)| 149  (50%)| 307  (45%)
TOTAL 243 (100%)| 146 (100%)| 296 (100%)| 685  (100%)

Source: Field Survey Data
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EMPOWERMENT OF WOMEN

Tablel: Whether or Not Female Respondent Has at L east One Savings Account
NEW REPEAT NON-
CLIENTS CLIENTS CLIENTS TOTAL
Yes 200 (94%)| 99 (88%)| 182 (75%) 481
No 13 (6%)] 13 (12%)| 62 (25%) 88
TOTAL 213 (100%)| 112 (100%)| 244 (100%) 569
Source: Field Survey Data
Chi-sguare @ .001
Table2:  Types of Savings Accounts of Female Respondents
NEW REPEAT NON- TOTAL
CLIENTS CLIENTS CLIENTS
Individual
Savings
Account 184 (86%) 93 (83%) 170 (70%) 447 (79%)
Yes 29 (14%) 19 (17%) 74 (30%) 122 (21%)
No
TOTAL 213 (100%) 112 (100%) 244 (100%) 569 (100%)
Building Society
Yes 102 (48%) 65 (59%) 68 (28%) 235 (42%)
No 110 (52%) 46 (41%) 175 (72%) 331 (58%)
TOTAL 212 (100%) 111 (100%) 243 (100%) | 566"  (100%)
Post Office
Savings 93 (44%) 34 (31%) 113 (47%) 240 (40%)
Yes 119 (56%) 77 (69%) 130 (53%) 326 (58%)
No
TOTAL 212 (100%) 111 (100%) 243 (100%) | 566"  (100%)
Bank Savings
Yes 42 (20%) 18 (16%) 25 (10%) 85 (15%)
No 170 (80%) 93 (84%) 218 (90%) 481 (85%)
TOTAL 212 (100%) 111 (100%) 243 (100%) | 566"  (100%)

Source: Field Survey Data

! Frequency missing = 3
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Table3: Decison-Making About Taking L oan Funds. Women Clients by Marital Status
MARRIED UNMARRIED TOTAL

Decided Myself 108 (48%) 78 (86%) 186 (59%)
Consulted With a 78 (35%) 3 (3%) 81 (28%)
Household Member
Jointly Decided 14 (6%) 1 (1%) 15 (5%)
With Household
Member
Other 24 (11%) 9 (10%) 33 (11%)
TOTAL 224 (100%) 91 (100%) 315 (100%)

Source: Field Survey Data

Table4: Decison-Making About Use of L oan Funds. Women Clients by Marital Status
MARRIED UNMARRIED TOTAL

Decided Myself 155 (69%) 87 (96%) 242 (77%)
Consulted With a 59 (26%) 1 (1%) 60 (19%)
Household Member
Jointly Decided 10 (5%) 0 (0%) 10 (3%)
With Household
Member
Other 0 (0%) 3 (3%) 3 (1%)
TOTAL 224 (100%) 91 (100%) 315 (100%)

Source: Field Survey Data




Table5:

Who Normally Provides Fundsfor Loan Repayments. Women Clients by Marital

Status
MARRIED UNMARRIED TOTAL

Only Me 184 (83%) 89 (98%) 273 (87%)
Household Member 27 (12%) 1 (1%) 28 (9%)
has Assisted

Household Member 11 (5%) 0 (0%) 11 (3%)
and Me

Other 1 ) 1 (1%) 2 (1%)
TOTAL 223 (100%) 91 (100%) 314 (100%)

Source: Field Survey Data
Frequency Missing = 11
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